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INCHESTER 
KOPPERKLADS 


| 1O increase your rifle sales is the 


surest way to increase your Cat- 





tridge sales. 


And the surest way today to increase 

your rifle sales is through the new 

Winchester Model 60 —the great- 
est value ever offered in a single shot bolt action .22. The 
fastest selling gun of the year, it may be followed in price 
and imitated in design, but no Winchester has ever been 
duplicated in quality. 
Model 60 is every inch a Winchester which you can offer at 
the amazingly low price of $4.95. It is destined to become 
the biggest rifle seller of all time and, therefore, your biggest 
aid in selling more rim fire ammunition. Every model 60 box 
advises the shooter to use Winchester Kopperklads—the gem 
of .22’s. Model 60 handles .22 Short, .22 Long and .22 Long 
Rifle interchangeably. It is an unbeatable combination. Ask 
your jobber for it now. 


WINCHESTER REPEATING ARMS CO. 
New Haven, Conn., U. S. A. - 
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A GOOD NAME 
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ACCO TENSO CHAIN 


There is a constant demand for this profit-making 
chain. For selling convenience Tenso Coil Chain 
and specialties such as Dog Leads, Cow Ties 
and Porch Swing Chains are packed in cartons. 


ACCO Tenso Chain is a fast mover. 
Check your stock and put in a good 
assortment of sizes. 













l| 


ACCO 
CHAIN SPECIALTIES 


Coil Chain, Welded Plumber and Safety 
and Weldless Chain 

Steel Loading Chain Well Chain 

Log or Binding Chains Trace Chains 





Porch Swing Chains Heel and Butt Chains 
Hammock Chains Breast and Halter 

Sash Chain Chains 

Dog Chains Repair and Lap Links 

Wagon Chains Hooks, Cold Shuts, etc. 
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Real WRENCH Power 


Popular Wrenches in all practical styles and 


sizes—A Price range to meet all requirements 


Pexto Wrenches—pipe, angle and monkey—are built to withstand 
hard everyday use. Their jaws and bars are forged from special 
high quality steel. The Pexto Wrench—no matter what type or 
size—is a brute for hard work. And they operate smoothly and 
easily without binding. Hardware Dealers can build up new wrench 


sales volume with Pexto. 


Leading Wholesalers approve and sell Pexto Tools—and they carry 


stocks for quick deliveries. 





“| , Va 
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GOOD TOOLS 
Since 1819 








‘ane THE PECK, STOW & WILCOX CO. “ssi” 
— SOUTHINGTON, CoNN., U. S. A. Poa - 


Screwdrivers 
Body Dent 


se Makers of Good Tools Since 1819 Removing Tools 


Pruning Shears 
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AMPKUOO 


AMERICA’S FAVORITE CAMP STOVE 
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HAT? You don’t sell Kamp kooks? Then you’re passing up a lot 
of good profitable business. 9 Per haps you have the idea that outdoor 
sportsmen and motor gypsiesaretheonly people who use Kampkooks. Nothing 
to it, Kampkooks are used for all kinds of purposes. JOne dealer tells us he 
sells 50 Kampkooks a year to men who travel in poultry cars as caretakers. 
Another says that most of the Kampkooks he sells are used right in 
the kitchen as “hot weather cook stoves”. A third dealer 
reports that many families in his towrt are getting the pic- 
nic-a-week habit, and they are all easy to convince that 
Kampkooked “ham and” beats cold salads and dry 
sandwiches for an outdoor meal every time. 
§Kampkook is the folding gas range. 
Makes its own gas from gasoline. 
Lights instantly; no generating 
required. Burns witha blue, 
windproof flame, hotter 
than city gas. Made 
in 8 models. 


Write for 
wv 
AMERICAN GAS MACHINE COMPANY, Inc. 
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EIGHT factors 


for PROFIT 
with NORGE 


the electric 
refrigerator 
with the 

ROLLATOR 








The Norge Dealer em- 
ploys no skilled service 
staff... that part of usual 
operating expense be- 
comes profit with Norge. 














To just uncrate and plug in is a com- 
plete Norge installation . . . Norge is 
package merchandise and there are no 
refrigerator builders or mechanics on the 
Dealer payroll. 


There are three standard Norge models 
(with specials and water coolers avail- 
able) ... it’s a short line. The Norge 
dealer carries a low inventory with 
replacement stocks quickly obtainable. 


A wholesome clean cut merchandising 
plan is operating for Norge and an ef- 
fective advertising program is making 








this highly salable refrigerator a rapid 
turnover product. 


Dealers who investigate the Norge find 
not only these factors for profit but, 
also, unusually favorable discounts. 


NORGE CORPORATION Division of BORG-WARNER 
656 East Woodbridge Street Detroit, Michigan 


IN CANADA 
NORGE CORPORATION OF CANADA, Ltd., 235 CARLAW AVE. 
TORONTO, ONTARIO, CANADA 


RED Cre 


WITH ROLLATOR 
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To Clean Out Broken Lines 
and Standardize with 


ROYAL WHITE 0 Green Trim 
ENAMELED WARE 
It°s Easy with Selected Stock Unit No. 39 


esa oo selected, representative group of quick selling 
items and a special offer item of 3 dozen mixing bowls, with 
lip and handle, to sell at 25e. A comprehensive initial stock 
chosen to give you quick turnover and good profit on a small 
investment. See the detailed list at right. 


Selected Stock Unit No. 39...............$39.00 
3 Dozen Introductory Mixing Bowls...... 6.00 


Complete Unit.............0eeeeeeeeee + B45.00 
F. O. B. Granite City, Tu. 





Stimulate your sales with this quality line—new modern designs 
—new color combination—you can sell at a popular price. If 
your jobber hasn’t reached you yet with the story of Royal 
White and Selected Stock Unit No. 39, write us direct. 


NATIONAL ENAMELING & STAMPING CO., INC. 
273 N. Twelfth Street, Milwaukee, Wisconsin 
Also Manufacturers of Royal Ivory and the famous Royal Granite Enameled Wares 

























UNIT No. 39 
paccsned 52114 Double Boilers 
Terr ur 5 Mixing Bowls 
Terre. eT 30 Wash Bowls 
vie 6 0 0 6 we 112 Water Dippers | 
Nieto. d alate oe 061 Convex Kettles | ; é 
besescewes 081 Convex Kettle | — 
bpeseeove 0101 Convex Kettles | 
bass bets #8 68 070 Tea Kettle 
bik oe 6 oe ea ow 110 Water Pails 


ec ee cee 116 Lipped Sauce Pans 
ce cece 118 Lipped Sauce Pans | 
bie eine a 120 Lipped Sauce Pans | 
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The most desirable feature any merchandise can have is the 
outstanding feature of the “Cordless” Iron: It will sell, and 
sell, and sell! 

An electric iron which does not drag a cord behind it in use! 
This goes direct to the hearts and minds of 20,000,000 women— 
meets a definite human desire—and brings in dollars of sales and 
profit without any extreme effort. 

And, far from being mere novelty merchandise the “Cordless” 
is in every detail the electric iron of the future. Consider these 
points: “Cordless” uses less current, while its high wattage as- 
sures quick heating. It is guaranteed to heat faster and retains 
its heat longer than any other electric iron ever made. The mate- 
rial and workmanship guarantee is for 10 years. Thermostatically 
controlled against overheating. The perfect shaped sole plate was 
developed by thorough ironing tests. Handle and stand are air 
cooled and the cord will outwear a dozen on other irons. Choice is 
offered of 990 or 1500 watts at no increase in price. The eye value 
clinches sales as a result of graceful attractive designing. 

You can be the first dealer or jobber in your community to 
supply “Cordless” Electric Irons. Write or send the coupon at 
once for the merchandising details. 


ENTERPRISE CORPORATION 


1160 No. Chatham Court, Chicago, Ill. 


Enterprise Corp., 1160 N. Chatham Court, Chicago, III. 


cA 


4 
' L 
' Please quote me discounts and give full details on your new Cordless §& 
& Electric Iron. I am a recognized 0 Dealer 0 Jobber. © Also give details 4 
8 on your Cord Automatic Electric Iron. ' 
x ' 
2 ' 
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Every Ironing Stroke Is a Free Stroke ... and Every Housewife Has 
Dreamed of Throwing Off the Cord which Binds Her to Drudgery 


me New CORDLESS” 


The Lifetime Tron... « List price *8.°° 


Also The Cord Auto- 
matic Electric Iron 
Offering all the features 


of the Cordless except the 
no-cord feature, and retail- 


‘ing at $6.50. Thermo- 


static control against over- 
heating. Ten year guaran- 


tee. 














All garage door problems 
solved by R-W equipment 





R-W “‘Swingtite” doorway equipment 
(hinge doors). 





R-W “‘OveR-Way” doors, with unique 
features not possessed by other equip- 
ment of this type. 





R-W “‘SlidaSide”’ (around the corner) 


3. 


UNOBSTRUCTED 30-FOOT OPENING 
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Whatever type of garage doors you want, R-W 
can supply them. . . from common hinge doors 
and parallel sliding doors to overhead doors and 
doors that slide around the corner. 


The most useful and, therefore, the most popular 
type of door for private and public garages is 
Slidetite, illustrated above. Slidetite doors fold 


inward and slide to either side or both sides of | 


any opening up to 30 foot width, leaving no cen- 
ter posts or other obstruction. The utility of R-W 
Slidetite equipment is based upon its flexibility 
+ « « Suited to wide or narrow openings. . . may 
be operated electrically or by hand. Other features 
include ease of operation, silence, speed, freedom 
from repair or maintenance expense. Slidetite 
engineering insures freedom from weather an- 
noyances. Melting snow cannot drop from over- 
head ... no springs or weights to get out of 
order. A complete R-W installation, including 
the doors and hardware, is guaranteed to provide 
economy and lasting satisfaction. 


R-W door hardware, the largest and most com- 
plete line in the world, solves any and every door- 
way problem you’ll ever meet. All types of instal- 
lations are shown in catalog. Send for it. 


Richards-Wilcox Mfg. C. 


“A HANGER FOR ANY DOOR THAT SLIDES” 
AURORA, ILLINOIS, U.S.A. 
Branches: New York Chicago Boston Philadelphia Cleveland Cincinnati 
Indianapolis St.Louis New Orleans Des Moines Minneapolis Kansas City 
Los Angeles San Francisco Omaha Seattle Detroit Atlanta Pittsburgh 
Milwaukee Richards-Wilcox Canadian Co., Ltd., London, Ont., Montreal, Winnipeg 





R-W ‘“Slidetite” doors can be operated eas- 

iy in any weather by man, woman or child 

. no hazardous center posts in wide open- 

ings. (Electrically operated for commercial 
or private garages, if desired.) 
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WOW Ts Ctnrs 


Another reason for its Success . . . 


HIT all over the country 

... the new Pyrex Tea Pot. 
For many reasons—novel design 
. .. distinctive appearance ... 
practical qualities. Show it to 
almost any woman and you'll 
make a sale. 

But there’s another reason for 
its success. Women everywhere 
have heard about this new Tea 
Pot. Nation-wide advertising 
sends them to their hardware and 
house-furnishing stores to see it. 

Look at the magazines above. 
Their combined circulation is 
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13,557,020. They are the most 
widely read women’s magazines. 


Now look at the newspapers. 
They are represented by the 
American Weekly... their 
Sunday Supplement. Its circula- 
tion is 6,003,600 every Sunday. 


All these magazines and the 
American Weekly carry Pyrex 


» 











NATIONAL ADVERTISING 


Ovenware national advertising 
throughout the year. 

Order this new Pyrex Tea Pot 
now, if you have not done so 
already Display it with the other 
Pyrex items. Retail price is $2.75. 
Extra glass parts for replacement 
of breakage, retail 75¢. 


“Pyrex” is a trade-mark and indicates manufacture 
by Corning Glass Works. 


PYREX tea por 


CORNING GLASS WORKS, CORNING, NEW YORK 
















Adjustable Styles to Fit 
All Standard Makes of Steel Tracks. 
Regular Styles for Myers Trucks Only | 
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Myers Sure Lock Unloaders, for 
slings or forks, provide time and 
labor-saving unloading service for the 
farmer who devotes an_ extensive 
acreage to hay or other field crops. 
Great strength and carrying power, 
ease of operation, rapid service—all 
are factors which contribute to their 
outstanding success and assure long 
continuous satisfaction for those who 
depend on them to unload their hay 
and grain. 

If your stock of Myers Hay Un- 
loading Tools is not sufficient to carry 
you through the harvest season, now 
is the time for action. Order by mail 
or wire. We are prepared to serve you 
promptly. 


Busy days are just ahead for 
the farmer. His hay looks fine. 
His empty mows will soon be 
filled with a new crop. Every 
blade of grass will be cut this year. 
It naturally follows that new unloading 
equipment will be needed when har- 
vest operations get under way. 

Today is the day to order Myers 
Hay and Grain Unloading Tools— 
Unloaders, Forks, Slings, Tracks and 
Fixtures. A definite standard of qual- 
ity so pronouncedly demonstrated in 
excellence of performance has created 
a preference for Myers that is a real 
trade asset for dealers. Write or wire. 


Take we 
© The 
MYERS 
NGERS 


PUMPS -WATER SYSTEMS -HAY TOOLS DOOR HA\ 


THe F.E.oMYERS & BRO.¢?. 
ASHLAND, OHIO. 
PUMPS -WATER SYSTEMS—- HAY TOOLS- DOOR HANGERS 
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Elevates 
Load at 

Right Angle 
to Track 
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GOOD LUCK 
Jar Rubbers 


Sell on Sight 













Used by Experts 
or 20 Years : 

han 20 years Good Luc ‘ 

Jar Rubbers hove been — = 


w hog And for 
sitions of 


Quality plus national adver- 
tising every year for 20 
years have made Good Luck 
Jar Rubbers favorably 
known to millions of women 
so that today Good Luck 
Jar Rubbers sell on sight. 






For years housewives have 
bought more Good Luck 


Jar Rubbers than any other 
kind. Today, Good Luck 
Jar Rubbers are the biggest 
sellers in the world. 


A standard product at a 


standard price. A product 
that means a large profit and 


more repeat business for 
every merchant. 
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Stock Good Luck Jar Rub- 
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GOOD LUCK 
Jar Rubbers 
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Ay pungent St., Cambridge. Mass. 
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oTested and approved by Good House! 


BOSTON WOVE HOSE & RUBBER CO 
Cambridge, Mass. 





Largest Makers of Fruit Jar Rings in the World 
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It's a Fact! The overhead type of door 
is the door of today’s mode 


OU cannot afford to overlook the tremendous sales appeal of 
this new type of door. Its practicability is already established, 
and there is no doubt of its popularity. 


The public has been waiting for this modern door that operates 
with an easy gliding motion, lifting the door overhead and allowing 
free exit and entrance, with full floor clearance. Safest door made! 





Note simple mechanism—all hardware mounted 


Below—special 
closing feature 


Above—note 
rabbeted joint 


Natieonal 


Many features exclusive with National are em- 
bodied in the No. 900 Door Set. All hardware is 
furnished mounted on the doors. Vertical springs 
counterbalance the weight, and there is a special 


cam closing feature. 


The standard ‘size, 8 x 7 feet, is very popular and 


is in lively demand this season. 
Get your share of this profit- 
able business by becoming a 
sales representative for this 
exceptional line of builders’ 
hardware. 


A line will bring 
further information. 


NATIONAL 
MANUFACTURING CO. 
STERLING :: ILLINOIS 








National 


makes hardware to 
serve every building 
purpose—a complete 
line. The items be- 
low are all big sellers: 
Sliding Door Hangers 
Sliding Door Rail 
Garage Hardware 
Door Latches 
Screen Hardware 
Strap and Tee Hinges 
Half Surface Butts 
Mortise Butts 
Ornamental Hinges 
Cupboard Turns 
Sash Locks 
Sash Lifts 
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Clean Barrels — 
in Shooting ..... 


The Cleaners illustrated and many other styles shown in our 
Catalog are very popular sellers to sportsmen. The use of 


these Cleaners insures spotlessly CLEAN BARRELS in shot 
guns and rifles. 


The Union Hardware Line includes Gun Implements for 
every requirement of hunters and trap shooters. These im- 
plements retail at reasonable prices, return a real profit and 
give complete satisfaction. 


Ask your jobber to supply you 
Send for gun implements catalog No. 4 








No. 248 Bristle and Brass Wire 
Shot Gun Cleaning Brush 


No. 246B Rifle Cleaning Brush 
25-50 Cal. 





G i Tomli Cleaner 
8-20 Ga. 









No. 161 Leading and Cleaning Set 
10-28 Ga. 


(HARDWARE COFPANY) 


Reg. U. S. Pat. Off. 





JUNE 25, 1931 





Established 1854 Incorporated 1864 
New York Office 151 Chambers St. 
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Dont let your 


customers worry 
about this-- 








sell aes 
AMERICAN 
SCREWS 





GETTING out a screw whose slot 

“breaks out” under the pressure 
of your screw-driver is worse than dig- 
ging a half broken cork out of a narrow 
necked bottle. 

Tell your customers that the slots of 
American Screws are made to stand the 
twist of the strongest wrist; that the 
gimlet points are sharp, the threads true 


running. 

Almost a century of ex- 
perience goes into the mak- 0 Tae 
ing of this product. Your i $ 
customers can do any, job “, m 


better with American Screws. 


TIRE WOOD STOVE MACHINE 
BOLTS SCREWS BOLTS SCREWS 


AMERICAN SCREW CQ 


PROVIDENCE.R.I..U.S.A. 


WESTERN DEPOT,225 WEST RANDOLPH ST.CHICAGO.ILL. 


Put It Together With Screws 








1g 












J 
HERE 1S SOMETHING | 
YOU CAN EASILY SELL 


Everybody is interested in 

casters that will not score 

the floor or injure rugs 
and carpets 










Meet the Demand 


All you need do is demonstrate “AcMEsS” 
to make a sale. Roll an “Acme” on the 
palm of your hand. The customer buys 
readily and usually comes back for more. 


“ACME” Ball Bearing Casters 
# 





One set of “Acmes” always sells another 
set. Retail price reasonable. Profits gen- 
erous. “ACMES” give you an opportu- 

, nity to build up sales “and increase the 
good-will of your customer. 





Send for Samples, Quotations and Complete 
Information 


The Schatz Manufacturing Co. 
Poughkeepsie, New York 








BALL BEARING 


Casters 
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St oer Anniversary 
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These smart, new 


FLASHLIGHTS 


are selling 
IN VOLUME 








AY-O-VAC Silver Anniversary Flashlights—backed 

by a definite merchandising program of displays 
and sales suggestions, have everything it takes to sell 
flashlights in volume. 

The Silver Anniversary models are different—and 
good-looking beyond description. The Satin Silver finish 
is emphasized by the jet black switch section and end 
cap, and the nickel lens flange. The case is patterned in 
herringbone, a new note in flashlight design. All this in 
addition to the Rotomatic Switch and other features 
which have made Ray-O-Vac a fast-selling line in the past. 

You’ve got a winning set-up in Ray-O-Vac—new 
flashlights that will appeal to the customer—a contin- 
uous program of seasonal displays—bulletins on prac- 


tical sales ideas—and the backing of an organization 


PLL IEEE LLL 


which for twenty-five years has built thoroughbred prod- 


wg 


ucts. Get the details now—from your jobber salesman. 


FRENCH BATTERY COMPANY, Madison, Wis. 
General Sales Offices: 20 North Wacker Drive, Chicago 


Manufacturers of Ray-O-Vac Rotomatic and Standard Flashlights; 
Ray-O-Vac Flashlight, Radio, Autoradio, Aircraft, Ignition and 
Telephone Batteries; Ray-O-Vac Radio Tubes. 


FLASHLIGHTS 


AND BATTERIES 
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HARDWARE AGE 
Follows Hardware 





HEREVER hardware goes, Hardware Age 
is sure to follow. 


Hardware is sold everywhere—Hardware Age is 
read everywhere. 


Each issue contains sound merchandising ideas— 
ideas that move merchandise. 





HARDWARE AGE 


239 W. 39th Street, New York City 


HARDWARE AGE 
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O uick turn-over 
means . 


Ouick Profits! 





.... and that’s what 
a Display of Bassick 
Casters and NoMar Rests 
gives you.. 


Give them a small display space 
—out where your customers can 
see them—and watch them sell. 
They bring not only QUICK 
profits but STEADY profits all 


year round. 


Every home needs Bassick 
Floor Protection Equipment. 


All you need to do is remind 
your customers of their needs. 
Our 7 standard items in a small 
section of your open table, or 
on your counters, will be that 
REMINDER. There is an item 
Jor every need. 





Put Bassick equipment to 
work for you. YOUR JOBBER 
CAN SUPPLY YOU. Write for 
our Dealer’s catalog No. 106. 


THE BASSICK COMPANY 
Bridgeport, Conn. 


Branch Offices in: m Branch Offices in: 
New York City, N. Y. Philadelphia, Penn. 
Grand Rogie, Mich, | Atlanta, Ga. 
d “ Chicago, Ill. 


Evansville, Ind. 











Stock these standard Bas- 
sick items — they will fill 
all your customers’ needs! 





"For 35 years the buy-word for fine casters and furniture rests” 
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Prescribe 
—for the “ terrible- 


tempered” Mr. Smith 


A garage door that jams, sticks 
squeaks, or bangs against his car has 
a short life and an unhappy one. Nasty 
- weather must find it working smoothly, 
easily, or down it comes—probably in 
pieces! And woe to the dealer that 
equipped it! 


for Judge Crabtree 


Everything he buys is sentenced to a 
life of hard labor, and it must take it 
with a grin. Quality and dependability 
are his standards of judgment. The 
single roller that breaks down under 
the strain of a heavy door, out-laws 
the caster, the door, the contractor, 
the dealer. 





for Professor Fox 


He can re-assemble his watch as good 
as the factory man. The interior mech- 
anism of his radio, his lawnmower, 
his car, has been inspected, tested and 
approved. He doesn’t overlook the 
ta smallest item. And it has to be good! 
It must be built according to practical 
principles and it must incorporate qual- 
ity materials and good craftsmanship. 


Allith Garage Door Hardware—to stop 
“door troubles” before they start on 
new installations. As a sure cure for 
those small annoyances: which make a 
beautiful garage a mental eyesore. As a weather- 
tight, heat retaining door carrier—trouble-proof 
because no effort has been spared to make it 
perfect—ALLITH has no equal. Hardware to 
fit every type of construction, from one car gar- 
ages to great municipal airports—from hinges on 
folding doors to “round the corner” sliding fold- 
ing hangers, ALLITH leads the field. For ease 
of selling, for profit, and last but not least, 
for guaranteed customer satisfaction—prescribe 
ALLITH. 


Allith-Prouty 


COMPANY 


Danville, Illinois 
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BISSELL CARPET SWEEPER COMPANY 








atten 
with ..A 


KIMBALL 





ELEVATOR 


Is your elevator old 
and shaky? Why not re- 
place it with a Kimball 
machine—They are com- 
pact, powerful and safe— 
Tell us the job it has to do 
and let us submit prices and 
data on machine to do it. 


What areyour requirements? 
We have an Engineering 
Dept. to aid you. Write us! 





KIMBALL BROS. CO. 


1205-19 Ninth St. 
Council Bluffs, Ia. 6AA 
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“It’s a Winner” 


That’s what they say about the 
NEW APARTMENT SIZE 


BISSELL 


This new model Bissell at a new low 
price has gone over with a bang. It 
is ideal for use in apartments, small 
or moderate size homes. The “Apart- 
ment” is two inches shorter and three- 
quarters of an inch lower than the 
regular Bissell. Easy to handle—and 
easy to sell. 


Featured in Bissell’s National adver- 
tising. Place your orders now. 


GRAND RAPIDS, MICHIGAN 


NEW YORK OFFICE AND EXPORT DEPT. 46 WEST BROADWAY, NEW YORK, N. Y. 
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The Gilbert & Bennett Mfg. og 


Established 1818. America's Oldest Woven Wire Factory- Manufacturers 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 
New York City Georgetown, Conn. Chicage Kansas City, Mo. San Fr 
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The “Usco” Cooker which cooks food with- 
out water is a good seller, and an excellent 
item to include with the roaster line. Made 
in two sizes. Equipped with Asbestos Pad, 
which absolutely prevents scorching. 





DIVERSITY OF STYLES AND SIZES 





U. S. Enameled Roasters are 
finished in the following U. S. 
Colors: Green, Mottled Gray, 
Ivory with Green Trim, 
White, Blue Speckled and 
Royal Blue. 

In addition to standard style 
oval roaster, there is also the 
New Combination Roaster 
and Premier Style Roasters 
with Double Walls. All U.S. 
Roasters made in two or 
more sizes. 
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Consistent Sellers 


Any line can be stocked, but not 
every line can be sold. The constant 
consumer appeal of U. S. Oval 
Roasters assures you of steady 
sales. Here is a line that sells the 
year round. 

The ever increasing demand for 
this line stamps it as the greatest in 
its field. Why? . . . because it repre- 
sents Value, and where there is 
Value, there is consumer satisfac- 
tion—the open sesame tomoresales. 

In appearance, serviceability, 
durability, and performance, this 
popular priced line of Enameled 
Roasters maintains a uniformly 
high standard of quality. It meets 
the requirements of by far the 
larger percentage of the actual as 
well as potential users. 

Every day more dealers are turn- 
ing to the U. S. Line with a feeling 
of greater security in future sales. 
Order your U. S. Oval Roasters 
now and be prepared for the de- 
mand. You will be delighted with 
this line, as well as the liberal mar- 
gin of profit it gives you. Write 
today for full information. 

UNITED STATES STAMPING COMPANY 
MOUNDSVILLE, W. VA. 
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BECAUSE 





T takes a “whiter” 
| glass to transmit 
more daylight ... that 
is obvious. LUSTRA- 
GLASS is the “‘whitest”’ 
of all glass made for 
windows... 

Laboratory tests conclusively 
prove that LUSTRAGLASS 
transmits more daylight. It also 
transmits a substantial amount 
of the shorter ultra-violet rays 
of sunlight at a wave length of 
313 mu.* yet it costs no more 
than any good window glass. 

For schools, factories, homes, 
hospitals and office buildings, 
everywhere that human beings 
live, work or play indoors, | An unretouched, “end on” 
LUSTRAGLASS is needed ... 
Every building is more beauti- 


ful when glazed with LUSTRA- 


photo of four leading makes 
of glass. The white one is 


LUSTRAGLASS... 


Also Makers of Armor-Lite Scatter-Proof 
and Bullet-Proof Glass, Tinta- 
glass, PictureGlass, Photographic 
Dry Plate Glass, %6" and Yo" Crystal i} 
Sheet, Ground and Chipped Glass, ; 


and Bulb Edge glass. 













IT’S ‘““WHITE”’ 


GLASS, for LUSTRAGLASS is 


truly a superior product in 
every respect... flatter, clearer, 
more lustrous. Its appear- 
ance, alone, is ample reason for 
its selection by architects and 
builders, but a glance at the 
chart below will show why par- 
ents of growing children look 
for the LUSTRAGLASS label on 
every light of glass which they 
buy for replacements. 


Buildings glazed _ with 
LUSTRAGLASS rent or sell 


quicker and for larger .@ 


Be 


29 days growth of 
Tomato Plant under 
(1) LUSTRAGLASS 
(2) ordinary window 
glass. 





profits. Our literature de- 
scribes in detail this amaz- 
ing new glass for windows. 
You should have it avail- 
able to show customers. 
Write for it... 


*Send for LUSTRAGLASS 
BOOKLET A-430 and see com- 
plete table of transmission ... 








today. 











The label shown at the right 


appears on every light of genu- ie pene 
ine LUSTRAGLASS . . . Look AD we 
for it. LUSTRAGLASS is B43 Ay 
packed with paper between the USTRAGLASS 


. SAWN 
lights to prevent scratching or 
marring of the surface. 


THE ULTRA VIOLET RAY 
WINDOW GLASS | 


AMERICAN 
WINDOW GLasSs co. | 
PITTSBURGH, PA. USA | 








Pittsburgh, Penna. 
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More Ames Shove/s 
are sold than 


any other kind 


MAMAES SHOVEL & TOOL CO. 


NORTH EASTON MASS. ANDERSON, IND. 





JUNE 25, 1931 21 








Pants "Neder Wy. Vw ow: 
PROM YSUS 





PUTTING 
THE “EYE” 
IN “IDEA” 


A LL of us have ideas. The 
hard part is to get others to see 
them. 

That’s what I call “putting 
the ‘eye’ in ‘idea’.” 

If you have an idea of demon- 
strating how easily and quickly 
an Atkins “SILVER STEEL” 
Hack Saw Blade will cut and 
how an Atkins Hack Saw Frame 
will help it—get it so the cus- 
tomer can see it. 

Start a contest! Get a length 
of iron bar or pipe and the 
Hack Saw Blade and Frame and 
offer a prize to the man who can 
make the quickest cut. Get me- 
chanics into the store and enter 
their name and address and the 
exact number of seconds it takes 
each of them to make the cut. 

You will find a lot of interest 
in metal cutting and you will 
find a lot of them want an 
Atkins Hack Saw Frame and 
Atkins Silver Steel Blue End 
Hack Saw Blades after they 
have tried them. 

Here’s just one idea. Now put 


No. 23 





” 


Maybe that 
“eye” should be spelled with 


the “eye” in it. 
one letter. You will learn a 
good way to sell and make busi- 
ness if you can say “I tried that 
idea and it worked.” 


And don’t forget—you can 
learn something about selling 
from every mechanic you get in 
to try your test. 


By the way—maybe there is 
some reason you can’t try this 
idea out—maybe there is some 
reason for putting it off—may- 
be there is some reason you will 
never be a salesman? After all 
some of us can buy and others 
can only alibi. 


hs 





DO YOU WANT TO TAKE A CHANCE 


Gi neue is one of the oldest ways to try to make money. You may win 


—but you can’t be sure. 


“How does that apply to my business,” 


you.say. That's just how Sam Sayles 


has based his selling idea No. 24, so you won’t lose and be sorry for it. 
Many dealers have asked for the whole series, and we have made it possible 


for you, too. 
this page 
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Write your address below and mail to us the lower half of 
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No. 2 
Back Saw 





A crxins No. 2 Back Saw 
is made of Genuine SILVER 
STEEL and fitted with an ap- 
plewood handle, handsomely 
lacquered. The handle is fas- 
tened to the blade with two 
brass screws and medallion, 
so as to direct entire force of 
stroke on cutting edge of saw. 
The back is made of first qual- 
ity blued steel, pressed on 
back of blade, making it stiff 
and rigid. This saw is used 
for fine work where a larger 
saw is not practical. 14 pointe 
per inch. 


No. 2 Back Saws come in 8, 
10, 12, 14, and 16 inch lengths. 


Every home workshop in 
your neighborhood is a pros- 
pect for this saw. Explain its 
merits to the next man who 
wants to see a “real” back 
saw. 


There is a best in every- 


thing and in saws it’s ATKINS. 
Just ask for “The Atkins 


Saw Book” if you want a mint 
of selling suggestions. 
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DeErarTMENT OF COMMERCE COMPILES 
BUSINESS GRAPHS AND CHARTS 
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THe HARDWARE AGE 
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WoMAN APPEAL HAS BEEN 
ACHIEVED Gy COOLEY, LILL Ey, - 
CHESTER, PENAI. 
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LOWER RETAIL PRICES! | 
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@ 


ARGE Retailers are featuring “Lower 

Retail Prices” .. . Department Stores 

are Advertising “Lower Retail Prices” . . . 

Syndicate Stores are shouting it from the 
house tops. 


They are EMPHASIZING REDUC 
TIONS in prices with BIG CARDS read- 
ing, “Formerly $1.25 . .. NOW 79c,” or 
“Last Year $2.00 .. . NOW ONLY 
$1.49,” etc. This PROVES that prices 
have ACTUALLY been reduced .. . 
PUBLICITY is even more important than 


PRICE . .. Mr. and Mrs. Consumer 
MUST be SHOWN. 
People EXPECT . . . YES, DEMAND 


LOWER RETAIL PRICES this year. 


With less money to spend, their money 
MUST buy MORE THINGS .. . and 
they TRADE WHERE they BELIEVE 
they GET lower prices or BETTER 
VALUE. If a Consumer gets better value 
ELSEWHERE, he transfers his trade to 
the NEW SOURCE. 


Can any Retailer afford to ignore this 
trend? 


Some Retailers pass up the New Goods 
and try to sell the old merchandise at the 


old price . . . some Wholesalers are mak- 
ing the same mistake. And yet it seems 
clear .that a merchant who wants to stay 
in business today must ACCEPT condi- 
tions of TODAY. 


The longer old goods are kept, the harder 
they are to sell, and the less they are 
worth. What can be gained by waiting? 
When you reduce your price, isn’t it better 
to get the BENEFIT from ADVERTIS- 
ING the lower price IMMEDIATELY 
(and get the MONEY out, too), than to 
wait until the new price is NO LONGER 
“NEWS”? NEW GOODS and NEW 
PRICES DO STIMULATE TRADE! 


Many Manufacturers are producing less 
expensive merchandise. As for ourselves, 
we are putting this merchandise in the 
hands of our Customers JUST AS FAST 
AS IT IS AVAILABLE. They NEED it. 
If our Customers will ADVERTISE 
their new prices, SHOW big Price Cards 


in their WINDOWS . . . thus PROVING 


THEIR REDUCTIONS, the better it 
will be for business in general, the sooner 
the “buying strike” will be broken, and 
the sooner we will discover that conditions 


are again NORMAL. 





Co-operate with the Wholesaler Who Co-operates with You 
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HIBBARD, SPENCER. BARTLETT & ©. 


211 EAST 


WATER ST. 
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TRADE 


by LLEW 


Be Careful Where You Prune 


N periods such as business is now passing 
| through, it is natural that the retail merchant 
should carefully scrutinize his expenses. How- 
ever, in the commendable attempt to eradicate ex- 
pense, he should be careful not to harm his invest- 
ment. Pruning in the wrong place may cut profits, 
as well as expense. 

A proper stock of merchandise is an investment. 
An overstock is an expense. Cutting down over- 
stock shows sound judgment. But—when a merchant 
cuts his stock to a point where it no longer meets 
the requirements of his community, he is merely 
converting a good investment into a poor one. He 
may honestly believe that he is paring down ex- 
penses, but in reality he is cutting down his oppor- 
tunities for sales and profits. 

When an expert merchandiser wishes to sell out a 
stock of goods, he frequently increases the amounts 
in various lines before starting the sale. He has 
learned that people do not like to buy from depleted 
stocks. 

From a sales angle one of the most detrimental 
reputations a store can have is that of never having 
what a customer wants. Also, it does not require 
many disappointed and talkative customers to cre- 
ate such a reputation. In your zeal for lower over- 
head, be sure you distinguish between Investment 
and Expense. 6 





Educating the Customer to Pay Cash 
()’: of the biggest and most successful de- 


partment stores in New York City sells only 
for cash. 

On December 31 each year this big, successful 
store runs a full-page advertisement in the various 
metropolitan newspapers. What do you suppose it 
advertises in this special space? Not the merchan- 
dise carried; not the services rendered by the store 
to the public; not the prices at which the merchan- 
dise can be purchased. Instead that full page is 
blank except for one sentence in heavy type: “No 
one is in debt to Macy’s.” 

In the lower right-hand corner a few paragraphs 
in small type explain that Macy’s sell everything 
for cash, and that this policy has helped the store’s 
customers because it has enabled the firm to sell 
merchandise at lower prices. 
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Stores like Macy’s, chain stores and catalog 
houses have consistently educated their customers 
to buy goods for cash. Meanwhile most hardware 
merchants have consistently taught their customers 
to buy merchandise on credit. For that matter most 
retail hardware stores today are still educating the 
public to buy on credit. We wonder why. 


The Consumer’s Idea of Service 


NE of the most overworked terms used in 
QO connection with modern merchandising is 
the word “Service.” Meanwhile the items 
grouped under that word continue to grow like the 
proverbial weed. 

Hectic competition is causing stores in all lines 
to offer customers a variety of “extras” called ser- 
vice—many of them unasked and unexpected by the 
customers themeselves. Through this development 
the independent merchants are simply educating 
people generally to expect more for their money 
than the merchandise they purchase. It is a moot 
question how long this program of ultra-service can 
be maintained without eliminating profits. 

All costs of doing business are eventually paid 
by the consumers. The question before the inde- 
pendent retailers therefore is: Would the consumer 
prefer less in the form of extras and eventual price 
reductions, or a maximum of so-called service with 
higher costs? , 

Undoubtedly there are two types of consumers: 
One wanting extreme service and willing to pay for 
it; the other willing to get along without much of the 
so-called service, if it means more in merchandise 
for the money he spends. The tremendous growth of 
those store systems whose only services are mer- 
chandise and price seems to indicate that there are 
more price seekers than service seekers. 

Real service is a wonderful thing, but from the 
standpoint of the average hardware merchant and 
his customer—just where does service cease and 
expense begin? When a so-called service makes 
the consumer pay more for an article than the price 
at which he can obtain that same article elsewhere, 
it is hardly to be considered a service. Instead it 
is a commodity to be sold only to those willing to 
pay for it. 
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Illustrations from the 
Cooley Lilley Store, 
Chester, Pa. 


steadily increasing 
importance of cater- 
ing to women customers, 
Cooley Lilley, proprie- 
tor of a thriving Chester, 
Pa., hardware store, be- 
gan planning several 
years ago to get a larger 
share of feminine pat- 
ronage. The plan suc- 
cessfully used by Mr. 
Lilley has consisted of 
featuring the type of 
merchandise having a 
particularly strong ap- 
peal to women in an es- 
pecially conspicuous and invit- 
ing manner. In selecting the 
lines upon which to concentrate 
his efforts, he was largely guided 
by the extent of the existing de- 
mand for those lines and also by 
the fact that certain types of mer- 
chandise offered a wider margin 
of profit than other highly com- 
petitive items. Local conditions 
making the possibilities of some 
lines more promising than the in- 
tensive development of the con- 


[: LUENCED by the 
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This Hardwar 


Cooley Lilley, Chester, Pa., has 
studied how to get a greater 
share of the housewife’s dollar 


sumer market in other lines also 
received careful consideration. 


Housewares Forward 


Mr. Lilley finally decided that 
housewares, toys and giftwares 
were the three lines best adapted 
to the purpose in mind. Stocks 
in the lines mentioned were en- 
larged and the merchandise was 
brought to the front of the store 
where it could be displayed to 
best advantage. A genuine effort 


was made to make the store in- 
viting and attractive to women 
customers. Fixtures were re- 
finished in lighter colors than 
had previously been used. Mer- 
chandise was so placed that 
women might easily pick up any 
article for closer examination, as 
is their custom, before making 
a purchase. Shelving low enough 
that the average woman would 
have no trouble in reaching the 
topmost shelf, together with 
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open-top tables, solved this prob- 
lem. The “demand” type of mer- 
chandise which does not need to 
be prominently displayed to be 
sold in normal volume was 
placed in less valuable display 
locations. 

One of the two display win- 
dows continually features arti- 
cles having an appeal to women. 
From the first impression she 
receives at a glance at the store, 
the woman passerby realizes that 
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the Cooley Lilley establishment 
is making a strong bid for her 
favor. Articles needed in every 
household and desired by every 
woman are on display in a man- 
ner that silently beckons and in- 
vites her to step inside the store. 
Much of the credit for the femi- 
nine appeal of the store is due 
to Mrs. Lilley, wife of the pro- 
prietor, who takes an active in- 
terest in assisting with the buying 
and in other store duties. Mrs. 


tore Attracts Women 


Anna Long, who has been with 
the Lilley store for the past 
twelve years, also assists in buy- 
ing and arranges the merchan- 
dise with the “woman’s touch,” 
which is everywhere in evidence. 
Thus, the woman’s point of view 
is well represented, and this has 
proved a decided asset in mak- 
ing appropriate suggestions to 
women store visitors with regard 
to gifts, kitchen equipment, etc. 
Gift merchandise has been a 
very satisfactory line in the store. 
A stock comparable to that car- 
ried by many exclusive gift 
shops is carried, and gift items 
are in active demand throughout 
the year for a wide variety of 
uses. Mr. Lilley declared that 
many high grade housewares are 
also sold for gift purposes. Many 
women, apparently attracted to 
the store by the gift department, 
frequently purchase some regu- 
lar item from the housefurnish- 
ing stock for a gift purpose. It 
is doubtful, however, if house- 
wares would enjoy the same de- 
mand for this-particular purpose 
if customers were not first at- 
(Continued on page 66) 


There is quality to the 
Cooley Lilley displays 
that makes them attrac- 
tive to women. This 
article tells why and how 
you can obtain it too. 
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Main Street Will Pull Us Out 


By SAUNDERS NORVELL 


HE depression started on 
[ova Street. The recovery 
will start on Main Street. 

a See 


All over the land men, women 
and children are working in their 
own gardens raising vegetables. 
More home-raised vegetables are 
being canned for consumption 
the coming winter than ever be- 
fore. 

ce ob 

Attended the convention of the 
Hardware Association of the 
Carolinas at Greensboro. N. C. 
The attendance of manufactur- 
ers, jobbers and retailers was 
large. The spirit of the conven- 
tion was serious. No “whoopee” 
was in evidence. One speaker re- 
ferred to the cancellation of fu- 
ture shipments. The charge was 
made that some salesmen, when 
they find future orders placed, 
quote cut prices with a view of 
having the orders cancelled. 
Reference was made to some or- 
ders having been placed consecu- 
tively with three or four jobbers 
and cancelled in turn. This 
speaker stated such a business 
practice was not straight or hon- 
est. He charged that the sales- 
man who sought cancellation of 
a placed order was playing a 
crooked game, and the dealer 
who cancelled his orders after 
they were placed was going back 
on his obligations. 
This speaker said: 
“You criticize 
Wall Street for 
many things, but if 
the members of 


the Stock Ex- 





this cancellation plan, they 
would all be expelled from mem- 
bership in the Exchange. In the 
Stock Exchange a contract is still 
a contract. A member’s word is 
as good as his bond. Cancella- 
tions after stocks go down are 
not in order in the Stock Ex- 
change.” 
2 


Did you know that there are 
no corporations among broker- 
age concerns dealing on the New 
York Stock Exchange? They are 
all partnerships, and every part- 
ner in one of these firms is liable 
for his entire personal fortune. 
This is something that is not gen- 
erally known. A failure in Wall 
Street is therefore a real failure. 
It is a clean-up. 


* * * 


Mr. Ireland, wearing his usual 
red tie, entertained the conven- 
tion with punch and cakes in his 
beautiful retail store. Sampled 
the punch but could not find any 
sticks floating in it. 

The retail store df the Odell 
Hardware Company is one of the 
best kept and handsomest retail 
stores I have ever seen. 

Coming from New York City, 
the striking thing about Greens- 
boro was the universal courtesy 
of the people. We are proud of 
our tall buildings in New York 





change conducted 
their business on 
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City, but we cannot be proud of 
New York manners. We owe our 
good manners or lack of good 
manners to our ancestors, our 
environment and our bringing- 
up. People without ancestors, 
in a bad environment, without 
any bringing-up, make a mess of 
good manners. 


* * * 


Motored over to Winston- 
Salem from Greensboro — 29 
miles. This is the home of the 
Camel cigarette. The Reynolds 
tobacco people seem to dominate 
the whole town and most of the 
country-around, because half a 
mile away from the town one 
could smell cigarettes on the 
summer air. 

Brown - Rogers -Dixson Com- 
pany have a very large whole- 
sale and retail hardware estab- 
lishment in this city. Their re- 
tail department opens ‘on three 
streets. I was especially inter- 
ested in their sporting goods de- 
partment. The variety and ex- 
tent of théir stock of sporting 
goods is surprising. There must 
be good fishing and hunting in 
the neighborhood. Mr. Dixson, 
without any appearance of being 
nervous, welcomed our party of 
“gunmen” and showed us over 
the place. 

After viewing the stores in 
Greensboro and 
Winston - Salem, 
one is reminded 
that there is a new 
South and this new 
South is doing 
business in a mod- 
ern, efficient man- 
ner. 
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Rudolph & West's 





Rudolph & West’s Studio 


Where they sell major appliances 


Sales Studio 


provides . fine 
setting for 
Radio and Re- 


frigerators 


N the rear of the first floor 

of Rudolph & West, Inc., 

Washington, D. C., a bal- 
cony, reached by a short flight 
of stairs, is attractively fitted out 
as a studio or special salesroom 
for electrical appliances, includ- 
ing such larger items as radios, 
electrical refrigerators, electric 
ranges, vacuum sweepers, etc. 
It is clearly visible from the 
main selling floor and forms an 
attractive background for the 
store’s setting. 

This studio, or salesroom, is 
attractively outfitted with rugs, 
library tables, floor and table 
lamps, comfortable upholstered 
chairs and a few potted plants. 
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Pictures and tapestries are on 
the walls. In another section of 
the department is a very fine dis- 
play case showing vitrified china 
like percolator sets, waffle irons, 
casseroles, etc., also electric 
clocks, fans, electric irons, etc. 
The whole effect has a homelike 
atmosphere of coziness and 
charm. 

“We believe in displaying our 
radio models on the floor in a 
striking and _ effective way,” 
says C. F. Wohlfarth, manager 
of this department. “There is 
really only one way to display 
your radios and that is the correct 
way—the best displays you are 
capable of producing—because 
a set well displayed is a set half 
sold. We make studious effort 
to have a nicely arranged and at- 
tractive display in the depart- 
ment at all times, one that 
catches the eye and _ produces 


buying enthusiasm. We try to 
spread a sort of ‘Come in, 
please,’ atmosphere before the 
customer who is in the store on 
other business, and to attract 
him to our department so that 
he will look it over. 

“We have a crew of outside 
salesmen on radios and refrig- 
erators who work strictly on 
a commission basis. 

“We do but little newspaper 
advertising and very little direct 
mail on radios and refrigerators. 
We leave the contacts open to 
the salesmen, but we ask them 
to take all the customers we have 
on our books as leads first. They 
can, of course, go around any- 
where they please, or work along 
some association they have, or 
tips they might get on the out- 
side. 

“We prefer to sell nationally 
known products because it is 
pretty hard to sell a manufac- 
tured item that is not adver- 
tised.” 


29 





MAXWELL DROKE 


President, The Business Letter Institute 


Indianapolis, Ind 


began this worth-while 
series in last week’s 
Hardware Age in 
which the first prin- 
ciples were discussed. 
In this issue he deals 
with cases requiring a 
greater care—applica- 
tions for a larger line 
of credit. 


ND now we come to those cases 
A which demand a little more 
care and consideration—the 
applications for a somewhat larger 
line of credit. 

A considerable number of these 
applications will naturally be from 
contractors and builders, painters, 
carpenters, cabinet makers, farmers 
and others who are erecting barns, 
sheds, garages and other buildings. 
Since quite a bit of money may be 
involved in such transactions, the 
merchant must watch his step and 
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How to Handle him, 







One of the best in- 
dications of char- 
acter is the way in 
which a man is re- 
garded by those 
who have had 
transactions with 


Credits and 
Collections 


make reasonably sure that he is 
treading on firm ground. 

For many years men who grant 
credit have had three yardsticks with 
which to measure an applicant. The 
“Three C’s” they are often termed— 
Character, Capital and Capacity. 
But more recently we have added 
a fourth and equally important C— 
Condition. 


Charaeter 


First, let us consider Character. 
Exactly what do we mean by the 





term? We used to reason that if 
a man attended church regularly, 
paid his bills with fair promptness, 
and had never been caught holding 
up a bank, his Character was satis- 
factory. 

Nowadays, where a considerable 
line of credit is involved, we like 
to dig a bit deeper than these ex- 
ternals. We want to know something 
of the philosophy of the man whom 
we are crediting. Is he a “fair- 
weather” operator who pays when 
things go well, but who may be ex- 
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‘pected to “get out from under” when 
the evil days come? 

If our man is serving others, one 
of the best indications of character 
is the way in which he is regarded 
by those who have had transactions 
with him. Is he playing fair with 
his patrons? Are they satisfied and 
ready to employ him again when 
occasion arises? Or does he mis- 
represent, cut corners and adopt 
sharp practices? 

In these days of keen competition 
and high cost of selling, the con- 
tractor or builder who hasn’t a back 
log of loyal customers who will 
speak well of him, is in a tough spot. 
Disaster is on his trail, and probably 
will catch up with him one of these 
days. 

Under the head of Character must 
come a consideration of personal 
habits. Does the applicant live 
modestly, within his means? Do 
members of his household have am- 
bitious social aspirations? Does he 
drive a car more costly than caution 
would dictate? What is he doing 
with surplus funds—saving? Specu- 
lating? Expanding? Does he own 
his home? Other property? Are 
these holdings unencumbered? 

These are a few of the things you 
will wish to know in order to ade- 
quately judge your applicant as a 
Character risk. Of course, all of the 
information may not be immediately 
available, and limited credit may be 
extended on preliminary findings. 
But if this man is to be a permanent 
customer, you will pick up stray 
bits of information from time to time, 
and patch these together into a pretty 
accurate pattern. Thus you will be 
in a position to grant or decline re- 
quests for more extensive credit. 


Capital 


And now we take up our second 
consideration—Capital (or lack of 
it). A great many merchants are 
inclined to underestimate this point. 
They reason that if a man is well- 
intentioned and reasonably capable, 
he should be entitled to a helping 
hand, even though capital is lacking. 
This is all very well in Horatio Alger 
romances, but rarely in real life. 

If all of the honest and able men 
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who have failed through lack of 
capital were placed end to end— 
well, they certainly would block a 
lot of traffic; and provide a good 
object lesson for trusting tradesmen. 

So, one of the questions of prime 
importance is: How much money 
does he have? Not promises, or con- 
tracts, or even real estate. We're 
talking now about money. How big 
a bank balance does he have to tide 
him over in slow seasons, or for 
healthy expansion? 

Is your applicant operating as an 
individual? A partnership? A cor- 
poration? Who are his associates? 
Do they have additional funds avail- 
able, and are they willing to put 
them in the business in case of neces- 
sity? 

What of the banking connections? 
Does the applicant’s bank give him 
a “clean bill of health?” Can he 
borrow money at the bank? How 
much, and on what security? 


Capacity 


Next up for consideration is our 
third C—Capacity. By Capacity we 
mean the technical knowledge, ex- 
perience and ability of the applicant. 

Does he know his business? The 
mere fact that a man has “set up 
shop” as a contractor or builder is 
not conclusive proof that he really 
knows every detail of the business. 
He may have been a carpenter, and 
a good one, for twenty years, and 
yet fail as a contractor through a 
weakness in estimating, or selling, or 
handling labor. So we will look 
closely into his record and determine 
if he really knows what he’s about. 

What is his age? Too young for 
mature judgment? Too old to make 
his dreams come true? 

Is he making money? Has the 
business been reasonably successful? 
Does it show promise of expansion, 
or is it now at the peak? 


Next week this author 
will tell you how to go 
after slow collections. 








And now, finally, the fourth C— 
Conditions. A man may have Char- 
acter, Capital, Capacity, to a reason- 
able degree, and yet fail if he is 
unable to master some of the ex- 
ternal and internal Conditions which 
surround him. 

These conditions cannot be de- 
tailed here, because they vary with 
every individual, every community. 
In one case it may be cut-throat com- 
petition; in another, labor difficulties, 
and in a third, industrial depression. 
A man’s resourcefulness in conquer- 
ing these conditions, as they arise, 
is in the final analysis a pretty ac- 
curate measure of his success. By 
his part we may judge his future. 
If he has managed somehow to keep 
going and make a little money in 
tough times, we can be fairly certain 
that success will follow him in future 
endeavors. 


Now, in conclusion, just a few 
words of caution concerning the 
rather common practice of “borrow- 
ing” a credit policy from someone 
else and putting it to work in your 
business. 

We are rather likely to reason that 
if Brown, the music dealer, or Black, 
the automobile man, have sold a cer- 
tain individual, we can afford to 
“take a chance.” 

We forget that these men may 
be operating under conditions totally 
different from those we face. First, 
is the matter of profit margin. 
Naturally, the man with a liberal 
profit can be more liberal in extend- 
irig credits than the chap whose ratio 
of cost to selling price is narrow. 

Then, too, the other fellow may 
be selling on installments, with a 
carefully worked out collection plan. 
He may have a conditional sales con- 
tract which minimizes the possibility 
of loss. Or he may be clearing 
through a finance company which 
shoulders the collection burden and 
given the dealer immediate working 
capital. All these are points to be 
considered. 

The only sound plan is to work 
out your own policy, based on your 
own credit and collection experi- 
ence—and then stick to that policy 
through thick and thin. 
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ORE retail 
salesmen are 
stumped by 


the old stereotyped 
sentence, “It’s too 
high,” than by any 
other customer re- 
tort. In the majority 
of cases when a cus- 
tomer springs that 
old stand-by, he takes 
the fight all out of the 
salesman and _ gets 
away without buying. 
The peculiar thing 
about it all is that 
nine times out of ten 
the customer doesn’t really mean 
what he says. What he means is 
that the salesman has not sold 
him fully on the value of the ar- 
ticle; has not made him realize 
that the article is worth more to 
him than the money which the 
price represents. 

Instead of quitting cold when 
a customer says: “It’s too high,” 
the proper thing to do is to take 
advantage of the opportunity 
presented and show him that the 
price is really low as compared 
with the service and satisfaction 
the article can give. Almost in- 
variably the customer’s “It’s too 
high” is merely his reaction to 
poor selling. In other words, 
the price is too high for the few 
advantages the salesman has 
shown the article to possess. If, 
however, other advantages are 
brought out and stressed, the 
price becomes a perfectly fair 
one. 
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When the 
Customer Says 


The Price 
Is 
Too High 


Remember this, if any custom- 
er says an article is too high, he 
seldom means that the price is 
higher than he can afford to pay. 
He usually means that you have 
not shown him enough value to 
offset the price you have quoted. 


Eighteenth of a series 

of articles for the man 

on the sales flour. Next 

week: The Salary Side 
of Price Cuts. 





Only recently I 
was in a_ hardware 
store where a sales- 
man refused to take 
the count from the 
usual knockout blow 
and finally succeeded 
in closing his sale. 
The customer in this 
case was a woman. 
She was examining a 
vacuum cleaner. The 
salesman began by 
“telling her about the 
construction of the 
cleaner, its power, 
lasting qualities, etc. 
She looked rather attentively and 
then asked the price. “Fifty 
dollars,” was the answer. The 
woman threw up her hands in 
holy horror. “That’s altogether 
too high,” she said. Right there 
the salesman realized he had 
been harping on the wrong sell- 
ing theme. “Tt does seem rather 
high at first thought,” he said, 
“but you couldn’t buy what it 
will do for you, in any other 
form for twice that amount. This 
cleaner draws all the dirt, dust, 
lint and germs out of your car- 
pet and into this bag where they 
can be easily disposed of. It 
does not scatter the dust or germs 
in the air where your children 
can breathe them. Its sanitary 
features alone are worth more 
than the price asked. At the 
same time it raises the nap of 
the rugs making them look clean 
and new and does not harm them 
as rough sweeping and heavy 
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beating does. The saving on 
rugs alone is a big item. 

“Then,” he added, “it runs 
very easily and lightly, requir- 
ing none of the heavy, burden- 
some work of ordinary sweeping. 
At the same time it does the work 
thoroughly, and in much less 
time than by any other method. 
Not only that, but it is an article 
you can be justly proud of, and 
one that will give you a lifetime 
of service. Try it yourself; see- 
how easily it runs and how thor- 
oughly it takes out all the dirt 
and dust.” 

He sprinkled some dirt on a 
piece of carpet and after she 


had run the cleaner over it a few 
times, he demonstrated that all 
the dust had been drawn out. 
Then he began his closing argu- 
ment. “You will have better 
health, more leisure, brighter 
looking rugs and a cleaner home 
when you have this wonderful 
electrical sweeper to help you. 
Let me send it up this afternoon. 
If it doesn’t do everything I have 
claimed for it, you may return 
“” 

“Well,” she said, “I guess I 
will let you send it up. You 
know a woman always wants her 
house clean and her family 


healthy.” 





Trends Toward Smaller, Less Expensive Sets 
Apparent at Recent Radio Show 


; EFINITE trends toward 
D smaller, more compact radio 
receivers to retail at lower 
prices than heretofore were appar- 
ent at the fifth annual trade show of 
the Radio Manufacturers Associa- 
tion, which was recently held in 
Chicago. The advent of the pentode 
tube has enabled set designers to 
dispense with two or three tubes 
and simplified, more compact receiv- 
ers have resulted. The pentode, a 
five element tube, is a powerful am- 
plifier and is used in the output 
stage of the receiving set. One ex- 
ample of the simplification made 
possible by the development of the 
pentode tube is shown in the design 
of the new superhetrodyne receivers. 
The number of tubes necessary for 
this circuit has been reduced from 
eight or nine to six and they are 
housed in much smaller cabinets. 
Some of the newer type midget 
sets are built in rectangular style 
and measure 15 in. long, 8 in. high 
and 6 in. deep. They are designed 
to sit on a small table or on a book- 
shelf. Other midget receivers in 
appearance adhere more closely to 
the familiar designs which have 
been so popular during the past 
radio season. Most of the small 
sets weigh less than 25 pounds, and 
because of their small size and light 
weight they have the added appeal 
of portability. Several new models 
incorporate electric clocks. 
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Further simplification has been 
made possible, in some instances, by 
the use of the recently developed 
variable-mu tube. It is said that 
this tube, which is a radio frequency 
amplifier, has several advantages. 
Principal improvements said to re- 
sult from using the tube are that 
background noises are eradicated 
and the need for a distance switch 
as well as dual volume controls are 
eliminated. According to manufac- 
turers employing the new tube in 
current models, higher voltages may 
be used and the resulting reproduc- 
tion of the broadcast is free from dis- 
tortion and cross talk. A new type 
of rectifier tube using mercury vapor 
instead of a vacuum was also intro- 
duced at the show. 

Manufacturers of loud speakers 
have made marked progress in per- 
fecting reproducing units for mini- 
ature cabinets that will meet require- 
ments for faithful reproduction and 
tone quality. The clearness and 
depth of tone in some of the speak- 
ers now used in the smaller type of 
sets compares quite favorably with 
those employed in larger console 
sets. 

While it is believed that smaller 
sets will account for a substantial 
portion of the sales during the com- 
ing season, there is every indication 
that larger sets will continue to be 
favored by many radio buyers. 
Total radio sales in 1931 were esti- 


This customer never even 
mentioned price after that first 
time. Her attitude proved con- 
clusively that she did not mean 
that the price of the sweeper was 
too high, but that it was merely 
out of proportion to the advan- 
tages which the clerk had shown 
her. “Too high” is a bugaboo 
that vanishes in the light of sensi- 
ble selling. Don’t let your cus- 


tomers get away with it. Prove 


the value of what you have to sell 
and prove it truthfully. When 
you have done so you will sel- 
dom find a price barrier between 
you and a closed sale. 


mated at 4,000,000 sets, and of these 
at least 50 per cent were in the mid- 
get classification, according to the 
most authoritative opinions that 
could be obtained. 

Design has received more atten- 
tion than in the past and several 
manufacturers have engaged well- 
known designers to evolve cabinets 
having more than the usual eye ap- 
peal. The trend toward sets built in 
period furniture, especially desks, 
bookcases and tables, appears to be 
growing. 

Radio sets for automobile use and 
sets for the rural trade were offered 
by a large number of manufactur- 
ers. A recently developed battery 
for use in sections not served by 
power lines has a life of 1000 hours, 
oy sufficient stored energy to operate 
an average set for a full year. For 
the first time, television receivers 
and home talkie outfits are being 
offered by a number of radio firms. 
Several manufacturers presented 
combination short-wave and broad- 
cast receivers, with a tuning range 
that extends from 15 to 650 meters. 
On such sets the listener can tune 
in on foreign broadcasts. 

Exhibitors at this year’s show ex- 
pressed the opinion that a forward 
movement can be expected in the 
radio business this fall, which will 
steadily gain momentum during the 
remainder of the year and extend 
late into the spring of 1932. Excel- 
lent business was reported by the 
majority of firms participating in 
the show. 
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ARDWARE sells radio 
H and radio sells hardware 

in the Chicago store of 
C. F. Wooley & Sons, 2937-45 
Archer Ave. Just 
inside the store’s 
entrance a horse- 
shoe-shaped ar- 
rangement of 
radio sets catches 
the eye of every 
Store visitor. Be- 
tween the ends of the horseshoe, 
on a platform, one large cabinet 
set is featured in the rays of a 
spotlight. Strip lights used both 
above and below the featured set 
provide additional special illum- 
ination, which serves to accent 
the attractive cabinet work and 
lines of the set. This strongly 
illuminated set is a powerful 
magnet for attracting attention 
and starts many store patrons to 
thinking about radio. 

Until last fall the firm had not 
handled midget receivers, but 
have since added them and is do- 
ing well. Despite the existing 
business depression, when the 
fall season turned, the store sold 
nine cabinet receivers within 


thirty days. « 
Entire Stock Displayed 


The radio display in the 
Wooley establishment is im- 
pressive, both in size and in 
symmetrical arrangement. Figh- 
teen sets, the entire stock on 
hand, of various types are dis- 
played. John H. Schwarzkopf, 
who has direct charge of the 
radio department, explained that 
it was the firm’s policy to dis- 
play every set on hand. When 
a set is sold, quick delivery can 
be made by the local distribu- 
tors, with the result that sam- 
ples are almost immediately re- 
placed. Mr. Schwarzkopf said: 

Five lines, all enjoying wide 
public acceptance, are carried. 
One man does all the servicing. 
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Delivery is prompt. If a cus- 
tomer calls at five and wants to 
buy or try out a set, it is likely 
to be ready for operation in his 


How Chicago Haraware 
M erehant Sells Radio 


home at seven. Herbert Wooley 
himself often takes personal 
charge of such deliveries and the 
sales that usually follow. 

With a price range from 
$69.50 to $250, the nine sets 
sold in October resulted in a 
total amount of business for the 
month of $2,000. In the period 
from Dec. 1, 1928, until Oct. 6, 
1930, a total of 182 sets were 
sold. During the first ten months 
of 1930, notwithstanding unfa- 
vorable conditions, the store 
more than doubled its selling 
speed and disposed of 42 sets, 
or on an average of four sets 
every thirty days. In accom- 
plishing this, the store forgot 
about depressions and unfavor- 
able factors and worked harder 
than ever to get the business. 
Yet the firm does not canvass. 
Instead it relies almost exclu- 
sively upon a heavy and con- 
stant advertising program. 
Every month 10,000 jumbo cir- 
culars, printed in two colors, are 
distributed; 2000 are mailed to 
regular patrons, while the re- 
mainder is delivered to homes in 
the store’s vicinity. While the 
circulars advertise a wide vari- 
ety of hardware and kindred 
items, generous space is given to 
radio. 

Regardless of conditions, 10,- 
000 or more circulars are dis- 
tributed every month. In Sep- 
tember, October and November 
the number is increased to 15,- 


000. Each December the latter 





number is doubled. Thus before 
each Christmas rush starts, 30,- 
000 circulars go out in two dif- 
ferent distributions, with per- 
haps a heightened 
emphasis on 
radio. In addi- 
tion, radio is 
given special at- 
tention, apart 
from anything 
else. One thou- 
sand circulars, featuring ra- 
dio exclusively, are distributed 
every month. These are distrib- 
uted, about fifteen circulars to 
the bunch, among such places as 
barber-shops, lunch-rooms, etc. 


Window Specials 


On the principle that one 
thing sold helps sell another, 
twice-a-week “window specials” 
are offered every Thursday and 
Saturday.. Each specially priced 
offering is shown alongside a 
radio set, some model of which 
is always on display in the win- 
dow. The special item usually 
bears a price at or somewhat 
below cost and never runs more 
than $1. It may be an end table, 
a rag rug, a pillow, a lamp 
shade, a stair carpet, a fernery, 
a small aquarium, a smoker or 
some similar article. Customers 
have learned ta watch for this bi- 
weekly bargain, and since it is 
shown in conjunction with radio 
it aids the movement of sets. 

The firm operates its own 
financial plan, and except in the 
case of exceptionally good credit 
risks, a 10 per cent down pay- 
ment is required on installment 
sales. The store endeavors to 
have installment payments com- 
ing due at the rate of not less 
than $3 a week. The store has 
been established many years, 
and Mr. Woolley knows his cus- 
tomers. He does much of his 
own collecting, and spends all 
day Friday outside at this work. 
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Hiteh 
Your 
Wagon 


to the 
Home 


Others have 
harnessed 
the habits of 
the Public 


ETTING peo- 
ple into the 
store is retail- 


ing’s greatest prob- 
lem. It has been 
known to a few mer- 
chants for some time 
that 50 per cent of 
the problem of mak-° 
ing a sale is in persuading the 
customer to enter the store, but 
not all hardware merchants are 
aware of that salient fact. 

Chain stores and some inde- 
nendents in other lines of retail- 
ing have discovered the way to 
get people into their premises reg- 
ularly. Druggists all but put on a 
show to make people come to 
them. They have harnessed the 
habits of people, supplying cigars, 
tobacco, ' cigarettes, candy, ice 
cream and beverages, postage 
stamps and batteries of public 
telephones, books and novelties. 
They are forever showing the 
new idea in merchandise and 
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frequently offer these new ideas 
at low prices to create the erro- 
neous impression that they sell 
everything below the market. 
Their methods have been no 
secret to the observant. Yet many 
haye yet to see the light. 

If drug and chain stores have 
harnessed the habits of the pub- 
lic, the hardware merchant is 
surely hitched to the home. 
Through the housefurnishings 
department he may find the ave- 
nue to the public’s keenest in- 
terest. “Gadgets” for the home 
take many thousands of people 
into chain stores to see what is 
being offered and sold in sepa- 
rate parts totaling from a nickel 
to a dime higher than 
the average hardware 
store’s price. 

The hardware store 
can be made intrigu- 
ing to more people, 
and especially 
to women. Consider, 
for instance, bath 
room items. Suppose 
you gather all such items as col- 
ored drinking cups, holders, 
shelves, cabinets, towel racks, 
bath mats, shower tubing, etc., 
into one interesting departmental 
display. Have the corner deco- 
rated daintily, so 





add to the woman’s interest. 
These unusual lines might be in- 
troduced as leaders. Women 
are inveterate shoppers. 

While it is desirable to make 
the atmosphere of your store at- 
tractive to the women’s trade, the 
thought that is necessary is that 
the public in general must be 
reached more completely. If the 
hardwareman can put his show- 
manship to use, so much the bet- 
ter. Personality of salespeople’ 
(this includes the boss) ‘can 
make or mar much of the suc- 
cess of the average retail busi- 
ness. 

Of course, all this will require 
a strong determination to keep 
stock and premises so neat, clean 
and interesting that people will 
want to visit your store often. 

Properly handled hardware 
merchandise can make a store 
more inviting and interesting to 
the public than most other lines. 

Getting more people into your 
store as a regular habit is the 
biggest and most important prob- 
lem before the retail hardware 
merchant today. 


















that it will appeal to 
the discerning femi- 
nine eye. Add a dis- 
play of bath crystals 
in good looking con- 
tainers, tooth brushes 
in transparent. wrap- 
pers, towels also in 
transparent wrap- 
pers. Other unusual 
but related lines will 





35 














On the 
Spot 


How Dunn Bros. 
of Daytona 
Beach, Fila., 
meet and greet 
customers 







boss who ever put himself “on the 
spot”! 

The spot is a white one just inside the 
front door of the Dunn Bros. hardware 
store in Daytona Beach, Fla. It is the 
exact spot where Mr. Dunn stands to watch 
the store and to greet each customer. 
Should he be occupied it is the duty of the 
nearest available member of the staff to 


| aes DUNN is probably the only 




















Business Section, Daytona Beach 


Edgar Dunn 
on the spot ——> 





Cn) 


put himself “‘on the spot.” A foot in diameter, the 
big white dot in the front of this store has caused 
considerable joking comment but has given the 
business quite a bit of publicity. Strangers to 
town (Daytona Beach often has 50,000 tourists and 
visitors a year) actually visit the store to see the 
spot. Its location is to the left about eight feet from 
the door and about six feet to the right of an imag- 
inary dead center line. 
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“It isn’t too close and it isn’t 
too far away,” says this Florida 
merchant, “and it is exactly the 
strategic point from which you 
can handle customers and see 
that those in the store are getting 
intelligent service. Before I 
painted the spot on the floor every 
member of the staff had a dif- 
ferent idea as to the best place 
to do the job. Most of them se- 
lected a point that just about 
blocked the door and that’s no 
way to encourage customers. 
Often the customer is interested 
in toys or housefurnishings which 
we have on the second floor. 
Meeting them just at the base of 
the stairway it is fairly easy to 
encourage the short climb. 

“On the spot” in this store 
really means “on the job.” Dunn 
Bros. seriously accept the obliga- 
tions of purchasing agent for the 
community and will obtain any 
desired merchandise regardless 
of its relation to their regular 
lines. If necessary they will 
wire or telephone the nearest 
source of supply. Special orders 
are a regular feature of tlie busi- 
ness. They never say no. If it’s 
made they will get it, small or 
large, and usually find that such 
transactions can be very profit- 
able, not only for building good 
will but in the actual margin in- 
volved in the sale. People want- 
ing specials outside the regular 
stock expect to pay a premium 
and never has there been any 
question on this score. 

The reputation “Dunn’s will 
get it for you” has brought up 
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some interesting problems. Peo- 
ple bring in curtains of peculiar 
color and wish housefurnishing 
items and quick drying lacquers 
to match. The materials are al- 
ways obtained. The customer is 
usually surprised and pleased to 
such an extent that neighbors 
hear all about it and Dunn’s is 
on the spot for some more good 
will. 


How They Advertise 


Dunn Bros. never miss an op- 
portunity to advertise their ser- 
vices. They sell paper napkins 
by the thousands at less than the 
current market price. Restau- 
rants, lunch rooms and cafeterias 
are glad to save the money and 
Dunn Bros.’ advertisement ap- 
pears on one corner. Recently 
the firm bought 1000 toy wood 
gliders bearing the store imprint. 
These were offered to the boys 
at 15 cents each (usual price is 
25 cents) and within a month 
there were only a dozen left. 

Another plan that has made 
money for the store has been the 
grouping of related items into 
sets. For example, corn poper 
sales were tripled by featuring a 
pound of popping corn with the 
popper at a combination price 
approximately the same as the 
total individual price of the two 
items. More than 500 of these 
combinations were sold in one 
ten-day sale. On the same plan, 
150 glass gold fish bowls (the ac- 
cumulation of ten years) of dif- 


Scenes at Day- 
tona Beach, 
Fla. Left: The 
| famous speed- 
way and right: 
a__ residential 
street at the 
Florida resort 


ferent shapes and sizes were 
found in stock—frozen. Dunn’s 
bought 300 gold fish at 6 cents 
each and disposed of all the dead 
stock on bowls at 39 cents for a 
bowl of water containing two 
gold fish. These were put on a 
table just inside the front door 
and only lasted one week. All 
but two of the 150 fish outfit 
customers bought something else 
in the store, and as the only ad-. 
vertising was a large showcard 
on the display table it is fair to 
say that passing prospects be- 
came customers through this sale. 

The increased customer traffic 
and the extra sales obtained have 
convinced Dunn Bros. that both 
sales will be annual features. 

Daytona Beach is famous as a 
goal for auto drivers seeking 
new speed records. The best and 
fastest of them all come to this 
beach track for official timing. 
Every time a new record is made 
Dunn Bros. sell from four to six 
gross of toy models of the rac- 
ing car that did the trick. We 
visited the store two days after 
the Bluebird broke the previous 
record of the late Major Sea- 
grave. Dunn’s already had or- 
ders for nearly half a gross of 
the toy model not yet available 
nor likely to be for two months. 
Most of these orders called for 
mailing to distant points, cash 
paid in advance at $3 each with a 
nice margin. 

Members of the Dunn Bros. 
firm are: Edgar Dunn, J. Blair 
Dunn and J. T. Dunn. 
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How to 








A Cool Clean 
Store, a Cold 
Drink and a 


UMMER is 
' that pepless 

season of 
the year when the 
hook-worm flour- 
ishes; the season 
when_ efficiency 
howls for a vaca- 
tion, and old man 
system drags his 
feet and yawns. 
You know the 
symptoms: Dust 
accumulates on the display 
tables and fly specks ornament 
the windows; the head salesman 
leans over the wrapping counter 
with a far-away look in his eyes, 
and the plain, everyday clerk 
yearns for quitting time. The 
whole universe seems run down 
at the heel and ready for the 
cleaner. Even the Boss takes a 
noon-day nap and fails to keep 
tab on his discounts. Laziness 
vies with conditions to put busi- 
ness on the blink. 


Expense Still on the 
Payroll 
However, regardless of sea- 
sons, there is one little parasite 
of the business world that never 
gets spring fever. The layman 
calls it expense, but the retailer 
dubs it overhead. Overhead and 
Niagara Falls are two living ex- 
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Little 
manship Will 
Chase Away 
the Hoodoos 
of Hot Weather 
and Hard Times 


by Llew S. Soule 


amples of perpet- 

ual motion, and 

the betting favors 
overhead. 

Meanwhile the 
microbe of list- 
lessness, which 
attacks the retail 
store, is also busy 
with the purchas- 
ing public. There 
are customers in 
your town who 
are actually too lazy in the 
summer months to do their nec- 
essary buying. Their lack of 
ambition means to them merely 
a temporary inconvenience of 
going without some article. To 
you it means a serious shortage 
in the cash drawer with no let-up 
of expense. 

Now, instead of allowing sum- 
mer to pose as a loafing season, 
the retail merchant should make 
it a period of push and hustle, so 
far as the store is concerned—a 
period in which new ideas are 
put to work and advertising keeps 
on the job. 

Cool, Well Arranged Store 
Attracts Summer Trade 
A great deal more attention 

should be given to the appear- 

ance of the store in summer than 
at other times, because at that 


Sales- 


time the customer is most exact- 
ing. The heat gives him a grouch 
that must be carefully removed 
before sales are possible. A hot, 
stuffy store, smothered in dust 
and housing a bunch of listless 
“leaners” has no attraction for 
the man with a wilted collar. He 
wants coolness and the sugges- 
tion of cleanliness. That’s why 
the drug Store often picks up the 
“strays” of the buying public 
when the thermometer hits the 
nineties. 

Make your store the coolest 
place in town, and don’t be too 
modest about letting the fact be 
known. Get a few big electric 
fans and keep the air moving. 
Install a big cooler of drinking 
water near the back of the sales- 
room, and have a supply of 
paper cups “handy. Invite the 
public to have a drink with you. 
People appreciate cold water 
and cool air, and if your stock is 
well assorted and displayed they 
will show their appreciation by 
spending money with you. 


Let the Services Speak for 
Themselves 


Don’t pester the person who 
comes in for a cool drink; that’s 
the quickest way to kill the good 
effeets of the service. Meet him 
pleasantly, and when he springs 
the old remark “I just came in 
for a drink” lead him to believe 
that your greatest ambition is to 
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idetrack Summer] 











DDullness 


see that he is comfortable. When 
he leaves tell him to come again 
and that he is always welcome. 
I don’t mean that you are to for- 
get business and merely peddle 
ice water either. What you 
should do is to have the aisle 
between the water cooler and the 
front door lined with the most 
attractive sales tables in the 
store. Make them fairly radiate 
suggestions of summer needs 
and comforts. When the cus- 
tomer shows a disposition to stop 
and examine any display, take 
his action as an invitation to 
show the goods and start a sensi- 


ble sales talk. 


Make Display Windows 
Talk Coolness Inside 


Your store windows must re- 
flect the coolness of the interior 
and extend an _ invitation to 
“come in.”” Windows should be 
washed daily, and this should be 
done before the customers begin 
to arrive. Every window should 
be flyless (if possible), absolutely 
clean, and should radiate cool- 






ness. Place an electric fan in a 
prominent corner of the display 
with this sign, “Big Fans Are 
Busy All the Time Inside the 
Store. Come In and Cool Off.” 

Other signs should call atten- 
tion to the water cooler, the 
ladies’ rest room and any other 
service features you have to of- 
fer. Meanwhile don’t be too 
modest in regard to your busi- 
ness. Blow your horn whenever 
you get a chance. Make the store 
a cool, comfortable place in 
which to trade and tell the world 
about it. 


Leaks of Lost Motion 


It may seem to you that the 
man lolling behind the wrapping 
counter has no motion to lose, 
but not so. He’s merely imi- 
tating you. The same fellow was 
the busiest man in town before 
the heat wave arrived, and he 
still has reserve energy and dor- 
mant ambition. He doesn’t own 
the business and has no great in- 
centive to overcome the effects of 
the weather. He needs an exam- 





Show It and Sell It 





ple. You are the one who stands 
to gain or lose in the matter, so 
it is up to you. If you get him 
started along right lines, make 
the store a comfortable place to 
work in, and furnish him with a 
working schedule, you will have 
no difficulty in locating the lost 
motion referred to. 

The longer you sit humped up 
in the office dreading the job 
ahead, the longer your employ- 
ees will loaf with you. If your 
men are “day dreaming” this 
summer, it is a cinch you are 
taking life too easy. The drug- 
gist is putting a kink in his part 
of the depression by keeping his 
customers cool and comfortable, 
while your electric fans, cream 
freezers, refrigerators and labor- 
saving household devices are 
taking on a layer of dust. 

Fight summer with summer 
weapons and you'll feel better, 
do more business and increase 
your profits. Incidentally, you 
won’t have so much time to kick 
about hard times and _ hot’ 
weather. 


The greatest incentive to buying is seeing the merchandise. Four-fifths of all retail store 
sales are “eye sales.” That is why open display methods increase sales. 


If your store is so arranged that it does not show the goods to those who enter, your sales- 
men are handicapped 80 per cent in their ability to turn your merchandise into cash. 
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Here's More P ep for Your! 


OW to keep the pep in 
summer selling! Here 


are two window trims 
that will tell the world you are 
alive to the season’s needs. Get 
out the compo board and make 
your electric flash design as 
shown on the 
chart below, 
using a brilliant 
but not too dark a 
blue for the edge 
line and lettering 
on a_ silver 
ground. The cir- 
cle should be let- 
tered in white on 
a vermilion 
ground. 
A striking ef- 
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fect may be obtained by running 
the flash cornerwise across the 
window, placing a spotlight or 
strong illumination in front of 
the flash and behind a dark cur- 
tain placed at the glass. This 
will give the effect of the flash 
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coming right at em. A simpler 
treatment of this flash idea would 
be a paper sticker right on the 
glass. This window may be done 
as simply or as elaborately as 
the trimmer sees fit. 


Our housewares window 
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Summer Hi 


Redoubled effort 
is the only real 
answer tothe prob- 
lem of summer 
slackness. Let 
your windows in- 
dicate that your 
stocks have uot 
lost any of their 
freshness. 


Here’s how! 


shows a good variety of mer- 
chandise without an overcrowded 
appearance. The poster is the 
attention getter. Here’s how you 
make it: Decide how much larger 
your finished poster is to be than 
the little chart at the end of 
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ardware Windows 


this page, draw the same number 
of squares on your large sheet 
and proceed to map it out just as 
you would a diagram. It is very 
simple and effective. Any show 


card man can do it with ease and 


The figure of the 


satisfaction. 





man and the small lettering 
should be in black and the words 
“folks” and “housewares” may 
be in any strong color you prefer. 





American Blues 
“The most prosperous country in 
Europe,” says Thomas W. 
Lamont, “has not the optimis- 
tic outlook that America has, 
yet nowhere else is the gloom 
quite so thick as it is here.” 
Perhaps that is because, Amer- 
ica is so young; youth is al- 
ways more mercurial in tem- 
perament than is old age. 
Perhaps after we arrive at 
maturity, we will settle down 
to facing things, even such 
unpleasant ones as depres- 
with compla- 


sions, more 


cency. 
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HE two windows on the 
opposite page came from 


Washington, D. C. The up- 


per window is that of the North- 
east Hardware, 903 H Street, 
N. E., while Fritz Frazer, 1115 


S. E., 


Pennsylvania Avenue, 





JUNE 25, 1931 


ai naday 
Gye fatatal 


sends the small window at the 
bottom of the page. Both were 
effective housefurnishings dis- 
plays. 

M. S. Young, Allentown, Pa., 
always noted for their excellent 
displays, produced the window 





at the top of this page, featuring 
electric washers. Photo is by 
John A. Kubil, Allentown Photo- 
graphic Studio. Below is the 
window of the Woodward Hard- 
ware Co., Inc., 9328-30 Wood- 


ward Avenue, Detroit, Mich. 
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ADVERTISING 
SERVICE 
FOR THE 
WEEK 


Consistent Advertising and 
Hand. Why Not Prove This Fact 


| 











na 
ots 


. U4 


pee this July Clearance Event, prices for fine quality 
merchandise have been reduced to the lowest levels in 
many years. Be sure to be here during this event. 


Bathing Suit 
Prices Take 


a Dive 








Now is the. time to buy a 
bathing suit, for during this 
sale we have reduced them 
all for clearance. 























(Descriptions 
and prices) 


STORE NAME 














Display the 
Colors the 4th 


Fine quality Fami- 
ly Scales—accurate 
weight. Very spe- 
cial for this July 
Clearance at $0.00. 











Window Screens, 
excellently made. 
Will give years of 
service. Special at 
this price, 00c. 


STORE NAME AND ADDRESS 


Cream Whipper and 
Ege Beater, easy 
working. Very spe- 
cial at this price, 
$0.00. 








Jars for preserving 
time. In quart and 


pint sizes. Very . 


special at 00c. 


Fine quality Ax. 
Just the thing for 
camping. Very spe- 
cial at $0.00. 











Handy, Step cel: 

. Made of hard 

Will give 

years of _ service. 
Special $0.00. 











If you have local stereotyping facilities, request the 

H complete sets of mats of all the advertising illustrations 
OW of these two pages, enclosing your check for $1.25. If 

you need mounted cuts order them by number given 

under each cut, listing the numbers in a column. 


to Figure the charge of 35c. for each cut when less than 
ten cuts are ordered; when ordering ten cuts or more 


figure the charge at 30c. 

for each cut ordered. HARDWARE AGE 
r er Enclose check with order, ADVERTISING FEATURE 

please—this saves book- 239 W 39th S 

keeping for small amounts. est 39th Street 

Send all orders to New York City 


Every home should fly the 
colors on the fourth! Note 
these moderate prices for the 
finest grades of American 
Flags. . 


(Items) 


STORE NAME 
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ADVERTISING 
SERVICE 
FOR THE 


Better Business Go Hand in Wie 
-| With These Advertisements? 























For Canning Time 








_ No. U11 
M M Just the right kind of canning necessities to help you 
r. an, Your do your best. Drop in and look over the new articles 
e ° : . . = ss ge ‘ 
Fishing Tackle we have received recently. You will welcome these helps 
we are sure! 


will either catch fish or scare 
them away. Why not drop in 
and look over our line of lur- 


ing bait, reels, poles, etc.? . 
You will find prices most _— an ~tas 
he Ang in this space) 

(Descriptions 

and prices) STORE NAME AND ADDRESS 

















STORE NAME 
New Glassware 


for Summer 
Entertaining 


The newest shapes and colors in 
Luncheon Sets, Beverage Sets, 














: No. U12 
etc. Prices are low for the qual- 
ity offered. 
You! Mr. Golfer ~ 
will welcome the selection (Items) 


you may make here where 
better golf goods are a “buy- 

word.” Drop in any time and 
look them over. 





(Items) 





(Items) 








STORE NAME STORE NAME AND ADDRESS 
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Carolinas Convention Was 


Unusually Successful 


ITH a registration of 275 
and unusually good atten- 
dance at every business ses- 


sion, the twenty-seventh annual con- 
vention of the Hardware Association 
of the Carolinas, held in Greensboro, 
N. C., June 9 to 11 inclusive, proved 
to be one of the best conventions in 
many years. The QO. Henry Hotel 
served as convention headquarters. 
As the speakers program was replete 
with enlightening and helpful dis- 
cussions of important business topics, 
members were enthusiastic over the 
effort made to assist them in solving 
their problems. Next year’s conven- 
tion, it was decided, will be held in 
either Columbia or Charleston, S. C. 
The final decision in the matter was 
left in the hands of the executive 
commiltee. 





ARTHUR R. CRAIG 


Secretary-Treasurer 


The opening business session con- 
vened Tuesday afternoon and the 
first feature on the program was the 
welcoming address of President A. 
C. Foscue, Maysville, N. C. In the 
course of his remarks, President 
Foscue commented on the fact that 
through the depression there were 
fewer hardware merchants to fail 
than in any other line of retail busi- 
ness. He expressed the belief that 
this was due, in part, to the active 
work of the association in promoting 
new merchandising ideas and in help- 
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ing the retailers to establish 
more modern and economic 
methods of doing business. ~ 

In keeping with the theme 
suggested by the National 
Association for State Asso- 
ciation Programs this year, 
the program centered around 
the general theme of “Team- 
work in Hardware Merchan- 
dising.” In introducing the 
theme in his message, Presi- 
dent Foscue stressed the rea- 
sons why it behooves the hardware 
trade, and particularly hardware re- 
tailers, to adopt modern business 
methods. 

L. H. Smith, Jr., Liberty, N. C., 
was the next speaker on the program 
and “My Job as a Retailer” was his 
topic. Mr. Smith gave a very clear 
and constructive interpretation of the 
duties and obligations of the dealer, 
with particular reference to the mer- 
chants relations with his customers. 
Mr. Smith’s address proved so inter- 
esting that members demanded that 
he be allowed to exceed his allotted 


time. 
Charles H. Ireland, president, 
Odell Hardware Co., Greensboro, 


N. C., then spoke on “A Joint Enter- 
prise,” Mr. Ireland stressed the need 
for concerted effort on the part of 
retailer, jobber and manufacturer in 
overcoming some of the most trouble- 
some problems of the hardware trade. 

Saunders Norvell, president, Rem- 
ington Arms Co. and a weekly con- 
tributor to HARDWARE AGE, was the 
next speaker. Mr. Norvell’s topic 
was “Following Through.” As Mr. 
Norvell drew upen his own broad 
experience to stress many of the 
points he brought out, his address 
was both interesting and highly in- 
formative. 

The concluding feature of the 
Tuesday afternoon session was a 
forum discussion led by F. H. Gar- 
ner, Jr., and Thomas K. Ruff. 

At the Wednesday morning ses- 
sion, H. Elton Pease, Chicago, spoke 














J. BETTS SIMMONS 
New President 


A. C. FOSCUE 
Retiring Pres. 


on “Increasing Sales Through Proper 
Display.” Carl W. Dipman, editor, 
Good Hardware, delivered an able 
address on “Management Points the 
way.” In a forum discussion, T. B. 
Dixon, George H. Moore, Pound & 
Moore, Charlotte, and F. W. McKee, 
spoke on several specific phases of 
retail management. Saunders Nor- 
vell, in his second address on the 
convention program, had “The Man 
in Management” as his subject. 

An address by J. M. Williams, 
Beaver Dam, Ky., on the topic of 
“Are You Sales Minded?” opened 
Wednesday afternoon’s program. 
This was followed by a forum dis- 
cussion in which R. W. Martin, V. 
R. Holt and William Dixon dis- 
cussed varyifig types of sales effort. 
A demonstration of modern display 
selling was then presented by Charles 
A. Colmesnil. The concluding 
speaker at this session was Paul J. 
Stokes, manager, Research Service, 
National Retail Hardware Associa- 
tion. Mr. Stokes discussed “Success- 
ful Sales Methods.” 

Wednesday evening the annual 
policyholders meeting of the Hard- 
ware Mutual Fire Insurance Co. was 
held, and the principal address was 
delivered by Col. James R. Young, 
former Insurance Commissioner of 
North Carolina. The present officers 
of the company will continue to 
service during the ensuing year. 

F. A. Wirt, advertising manager, 
J. I. Case Company, was the prin- 
cipal speaker at the final business 
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session Thursday morning. The topic 
of Mr. Wirt’s talk was “Buying to 
Sell.” 

Several resolutions were adopted. 
One protested the practice of utili- 
ties companies of absorbing over- 
head expenses in connection with the 
sale of gas and electric appliances 
in their general overhead expenses 
and increasing the rates on gas and 
electricity. Another resolution op- 
posed sales taxes and deplored the 


steadily increasing cost of govern- 
ment. 

Upon the recommendation of the 
Nominating Committee, the follow- 
ing officers were elected: President, 
J. Betts Simmons, Charleston, S. C.; 
first vice-president, D. E. Turner, 
Mooresville, N. C.; second vice-presi- 
dent, F. W. McKeel, Darlington, S. 
C.; third vice-president, W. T. Kelly, 
Greensboro, N. C.; secretary-treas- 
urer, Arthur R. Craig, Charlotte, 





N. C. In addition to the officers 
named, A. C. Foscue, Maysville, N. 
C., and H. E. Wilson, Chesterfield, 
S. C., are members of the executive 
committee. 

W. W. Watts, Charlotte, N. C., was 
elected National Committeeman to 
the United States Chamber of Com- 
merce, while W. T. Kelly, Greens- 
boro, N. C., and T. K. Ruff, Colum- 
bia, S. C., were named delegates to 


the N. R. H. A. convention. 


Louisiana Association Sees Promising Future 


ESPITE the fact that a year 
1D ago interest in the Louisiana 

Retail Hardware and Imple- 
ment Association had waned until 
it appeared for a time that the or- 
ganization would be disbanded, the 
recent annual convention at Lake 
Charles, La., June 8 to 10 inclusive, 
attracted a record attendance. Under 
the guidance of the National Asso- 
ciation and personal supervision of 
Harold Bervig, acting secretary, the 
Louisiana organization thrived dur- 
ing the past year and at the conven- 
tion was turned over to a new secre- 
tary as a functioning association 
with a promising future. Nearly 
eighty dealer members’ registered 
for the meeting. 

The opening feature was an in- 
formal luncheon at the Charleston 
Hotel, which enabled members to get 
better acquainted. Harry D. Wil- 
son, Baton Rouge, Commissioner of 
Agriculture, was the principal lunch- 
eon speaker. Mr. Wilson’s address 
stressed the importance of creating 
a more extensive use of cotton and 
explained how the merchant can as- 
sist in enlarging the cotton demand. 
He declared that 49.50 per cent of 
the income of Southern farmers is 
derived from the crop and expressed 
the opinion that while nothing can 
take the place of cotton as a money 
crop, that farmers should build 
around it by raising their own feed 
and garden produce. In_ pointing 
out how the market can be enlarged, 
Mr. Wilson enumerated many prac- 
tical ways in which cotton could be 
more extensively and advantageously 
used. 

The address of President Frank 
R. Duvic, Gretna, formally opened 
the first business session. With 
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“Working Together” as his topic, 
President Duvic related how a 
planned program of association ac- 
tivities had enabled the organization 
to perform many worthwhile accom- 
plishments in the year just closed. 
He next emphasized the importance 
of the convention theme, “Team- 
work in Hardware Merchandising,” 
saying in part: “By properly work- 
ing together we can reduce operat- 
ing costs and also find a solution 
to many others of our problems. As 
we wish to find a way out on utility 
competition, we have invited a rep- 
resentative of the utilities who will 
talk to us. We hope to find a com- 
mon ground with them, so we can 
build up a larger volume of gas and 
electric appliance business in Louisi- 
ana hardware stores. In brief, the 
program for this convention will 
concentrate upon: 1. Effective closer 
cooperation with wholesalers. 2. 
Effecting closer cooperation with 
utilities. 3. Plans for locating cus- 
tomers. 4. Plans for selling custom- 
ers when they are located, and 5. 
Plans for controlling business profit- 
ably.” 

President Duvic was followed by 
Robert Hereford, Murray Brooks 
Hardware Co., Lake Charles, La., 
who spoke on “Playing the Game.” 
Mr. Hereford explained the func- 
tions and aims of wholesalers in 
their dealings with retailers. 


Talks on Utilities 


McGregor Smith, general man- 
ager, Louisiana Power & Light Co., 
New Orleans, then discussed the sub- 
ject of “Are the Utilities Playing 
Fair?” Mr. Smith outlined the mer- 
chandising policies of public utili- 


ties and gave examples of the in- 
creased power consumption, result- 
ing in a number of localities after 
the power companies had instituted 
an aggressive selling campaign on 
appliances. He demonstrated an 
evident desire to find common ground 
that all selling outlets might oper- 
ate on a profitable and satisfactory 
basis. He cited several instances 
where utilities have ceased selling 
radio sets and other major electrical 
items, in instances where the local 
market is being actively cultivated 
by independent retail outlets. In 
conclusion Mr. Smith declared that 
there is evidence that independent 
retailers of gas and electric appli- 
ances are waking up and are now 
selling more appliances than here- 
tofore. 

Julius DuPont, Houma, a member 
of the merchandising committee and 
one of the directors of the associa- 
tion, was the next speaker. Mr. Du- 
Pont’s address was on the topic of 
“Crying Your Wares.” He related 
how the business of his firm has been 
built up by the effective use of di- 
rect mail aided by a duplicating 
machine, and coupled up with other 
advertising mediums, such as pre- 
miums and billboards. The Du- 
Pont store makes a practice of giving 
$6,000 annually in premiums and 
considers this project as the least ex- 
pensive and most productive form 
of advertising. The premiums are 
only offered as cash discounts, al- 
lowing 3 per cent of sales. Mr. Du- 
Pont also explained how his home 
community had been built up agri- 
culturally, chiefly through the efforts 
of merchants. 

H. F. Schlemmer, field secretary, 
Texas Hardware & Implement Asso- 
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ciation, then delivered an _ interest- 
ing talk on advertising, illustrated 
by actual hardware store specimens 
of advertising copy. In speaking of 
the examples shown, Mr. Schlemmer 
stressed the good and bad points of 
borders, headlines, illustrations, bal- 
ance of ad, good copy, prices and 
firm signatures. 

‘The Monday afternoon session, as 
well as all others, were summarized 
by Harold Bervig, acting secretary, 
who made many profitable sugges- 
tions for locating business, handling 
sales and controlling for profit. 

In a special session held Monday 
evening, Mr. Schlemmer exhibited a 
talking movie, taken in a hardware 
and implement store, picturing how 
a trade survey can be made. This 
was followed by another picture 
shown by C. E. Moon, which graph- 
ically portrayed the advantages of 
proper and up-to-date store arrange- 
ment. 

The Tuesday session opened with 
a talk by H. F. Schlemmer, in which 
methods of display were thoroughly 
discussed. The correct principles of 
display were emphasized and illus- 
trated and several dealers related 
how following the approved prin- 


ciples proved profitable in their 
stores. He was followed by Fred 
Barksdale, Alexandria, who made a 
stimulating and inspiring talk on 
“Managing the Sales Force.” 

Tuesday afternoon was given over 
to a practical demonstration of store 
arrangement. Model displays of 
tools, housewares and sporting goods 
were shown to illustrate correct 
methods of display. Special aid 
was given to individual members as 
they presented their problems and 
the feature was very well received. 

An address by Harold Bervig 
opened Wednesday’s session. Mr. 
Bervig explained the business con- 
trol service of the association. He 
demonstrated how dealers using this 
service made 47 per cent larger profit 
than those not using control prin- 
ciples, explaining how the larger 
profit was made possible. F. B. 
McAllister, Lake Charles, La., then 
discussed “System In Selling Imple- 
ments.” He gave many specific sug- 
gestions for the application of a sys- 
tematized program in selling farm 
tools and equipment. 

Several very pleasant entertain- 
ment features had been arranged for 
the occasion. One of the most en- 





King Hardware Receives Cotton Week 
Window Display Contest Prizes 


ING HARDWARE CO., 
53 Peachtree St., N. E., 
Atlanta, Ga., cooperated 
with the Georgia Cotton Manu- 
facturers Assn., in its effort to 
stimulate the sale of cotton goods 
in that city during National Cot- 
ton Week, June 1-6. During the 
week thirteen windows in the 
King stores had cotton goods dis- 
plays, which were entered in the 
Georgia Cotton Manufacturers 
Assn. window display contest. 
For the best cotton window 
display, a prize of $200 was of- 
fered, while the next best win- 
dow was offered an award of 
$100. All merchants in Atlanta 
were eligible to enter the con- 
test, the only stipulation being 
that the cotton goods shown in the 
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window must actually be on sale 
in the stores displaying them. 
There are no fees for entry. All 
windows entered in the contest 
had to have the cotton display 
for the entire week of the con- 
test. 

The main store of the King 
organization, at 53 Peachtree St., 
N. E., won second grand prize in 
the competition with all stores in 
the city and won the prize of $60 
offered to the hardware store 
having the best cotton goods win- 
dow. Prizes had been offered to 
groups such as hardware, drug, 
ten cent and department stores, 
in addition to the main prizes. 
The Tenth St. branch of the com- 
pany won the second prize of 
$40 in the hardware group. 





joyable social affairs was a trip 
Tuesday afternoon, followed by a 
dance Tuesday evening. The latter 
feature was provided through the 
courtesy of Frank and Robert Here- 
ford, Murray Brooks Hardware Co., 
Lake Charles. 

The following officers were chosen: 
President, A. R. Smith, Covington; 
first vice-president, C. E. Shallen- 
berger, Ruston; second vice-presi- 
dent, Julius DuPont, Houma. John 
Ritchie, manager, Ruston Hardware 
& Furniture Co., Ruston, was elected 
secretary. The advisory board is 
now composed of V. M. Fontenot, 
Eunice; A. LeBlanc, Crowley, and 
Frank R. Duvic, Gretna. The board 
of directors is composed of the fol- 
lowing: W. B. Life, Minden; Horace 
J. Black, Jennings; Remy Charles, 
Algiers; C. T. Gayle, Lake Charles; 
D. Guillory, Mamou; C. H. Lanz, 
Welsh, and S. H. Porter, Zwolle. 

Regional chairmen are: C. E. 
Shallenberger, Ruston; S. H. Porter, 
Many; C. E. Gayle, Lake Charles; 
Francis Voorhies, New Iberia; Julius 
DuPont, Houma; Remy Charles, 
Algiers, and A. R. Smith, Covington. 
It was decided to hold next year’s 
convention in Lafayette. 


Dean S. Paden, vice-president 
and general manager of the com- 
pany, states that the displays of 
cotton goods materially in- 
creased their sales of cotton 
products. Mr. Paden reports that 
other merchants in the city found 
the same to be true. 

The main store window was 
decorated by W. M. Hassenplug, 
Hugh Winn, Clarence Edwards, 
J. B. Franklin and W. M. Has- 
senplug, Jr. J. W. McGaughey, 
manager of the Tenth St. store, 
was assisted in the window dress- 
ing at that branch by L. M. 
Johns and Hershel Foster. 

Some of the cotton items ap- 
pearing in the window were: 
Fishing lines, rope, fishing nets, 
twine, carpenters’ aprons, golf 
bags, baby swings, gloves and 
carpeting. 
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_ New Orleans, La.: What is the cor- 
rect address of the Safety Electrical 
Appliance Co.?—Waldo Mills Pit- 
kin. 

Answer: 2700 Franklin St., De- 
troit, Mich. 

* * * 

Glen Rock, N. J.: Who makes the 
Acme Special ball bearing lawn 
mower?—Glen Rock Hardware Co. 

Answer: F. & N. Lawn Mower Co., 
Richmond, Ind. 

* * * 

Pittsburgh, Pa.: Who makes bone 
breaking hammers of the type shown 
by the inclosed sketch? — Louis 
Golomb. 

Answer: The Kny-Scheerer Corp., 
580 Fifth Ave., New York City. 


* * * 


Florence, S. C.: Provide names 
and addresses of several manufac- 
turers of built-in wood ironing 
boards.—Schofield Hardware Co. 

Answer: Wm.Cameron & Co., Waco, 
Texas; Farley & Loelscher Mfg. Co., 
Dubuque, Iowa; Wasmuth-Endicott 
Co., Andrews, Ind.; El Paso Sash & 
Door Co., El Paso, Tex.; Concealo 
Fixture Co., Oakland, Cal.; Built-In 
Fixture Co., Berkeley, Cal.; Reiter 
Woodwook Specialties Co., Cedar- 
burg, Wis.; Morgan Sash & Door 
Co., Chicago, Ill.; Ideal Steel Prod- 
ucts Co., 308 N. Michigan Ave., 
Chicago, Ill.; Premier Standardized 
Woodwork, 208 Mills St., El Paso, 
Tex.; Curtis Co., 999 Curtis Bldg., 
Clinton, Iowa; and Carlson, Holmes 
& Bronstad, Inc., 3231 W. 30th St., 
Chicago, Ill. 

Tarpon Springs, Fla.: Who makes 
a regular and heavy duty drive screw 
nail? Also provide name and ad- 
dress of a firm making a complete 
line of tacks and nails.—People’s 
Hardware Co. 

Answer: (1) Corbin Screw Corp., 
New Britain, Conn., and Parker- 
Kalon Corp., 200 Varick St., New 
York City. (2) Atlas Tack Corp., 
Fairhaven, Mass., and W. W. Cross 
Co., Brockton, Mass. 


* * * 


Manitowoc, Wis.: Who makes cast 
iron ornaments for stone gardens? 
The type we want are cast iron frogs 
that can be connected to water ser- 
vice and spout water.—Wm. Rath- 
sack & Sons Co. 

Answer: The De Rose Studio, 225 
5th Ave., New York City. 
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Raleigh, N. C.: Provide names and 
addresses of all the manufacturers 
of grass and scythe blades in Amer- 
ica.—Carolina Hardware Co. 

Answer: The list, as it appears in 
Hardware Age Buyers Catalog, was 
furnished. 


19d. 
* 
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Information regarding 
sources of supply as pro- 
vided readers of Hardware 
Age by its Buyer’s Catalog 
Department is here pre- 
sented as an aid to others 
in the trade who may be 
seeking the same articles. 
The inquiries reproduced 
have been selected because 
of their general interest to 
hardware merchants and 
buyers. 


Lake Placid, N. Y.: Who makes 
Hammer brand stainless steel table 
ware?—Lake Placid Hardware Co. 

Answer: New York Knife Co., 261 
W. 52nd St., New York City. 


* * * 


Brooklyn, N. Y.: Advise regarding 
the address of the Advance Wire 
Brush Co., or any other brush com- 
pany manufacturing wire brushes for 
cleaning carbon on cylinder head 
motors.—Irving A. Green. 

Answer: Advance brushes are 
made by the Manufacturer’s Brush 
Co., 1950 W. 114th St., Cleveland, 


Ohio. Other manufacturers of brushes 
of this type are: Osborn Mfg. Co., 
5401 Hamilton Ave., Cleveland, 
Ohio; Milwaukee Brush Mfg. Co., 
Milwaukee, Wis., and Herold Bros. 
Co., 1104 W. 9th St., Cleveland, 
Ohio. 

Lafayette, La.: Who makes empty 
shot gun shells and bird shot?— 
Edwin M. Boutte. 

Answer: Empty Gun Shells: West- 
ern Cartridge Co., East Alton, IIL; 
Federal Cartridge Corp., Minne- 
apolis, Minn., and Peters Cartridge 
Co., Cincinnati, Ohio. Bird Shot: 
Lawrence Shot & Lead Co., Omaha, 
Neb.; Raymond Lead Co., 900 W. 
18th St., Chicago, Ill., and American 
Ball Co., 3104 Snell Ave., Minne- 
apolis, Minn. 

* * * 

Harrisonburg, Va.: Advise if the 
United American Metal Corp., Brook- 
lyn, N. Y., is still in business, and if 
so, provide street address.—P. Brad- 
ley & Sons. 

Answer: 200 Diamond St. 


* * * 


Kingston, Pa.: Who makes Alpine 
cleaner ?—Roat Hardware Co. 

Answer: Tropical Paint & Oil Co., 
1146 W. 70th St., Cleveland, Ohio. 


* * * 


Boston, Mass.: Advise the manu- 
facturer’s name on a garden tool rack 
as per inclosed sketch. — Chase, 
Parker & Co., Inc. 

Answer: Schrenk Bros., Syracuse, 
| ie 8 

* * * 

Birmingham, Ala.: Provide names 
and addresses of manufacturers of 
plumbers’ enameled ware and brass 
and iron goods.—M. I. Gingold 
Furniture & Hardware Co. 

Answer: The lists of manufac- 
turers of the lines mentioned as they 
appear in the Hardware Age Buyers 
Catalog were provided. 

* * * 


Cobleskill, N. Y.: Provide correct 
address of the Federal Enameling & 
Stamping Co.—I. Van Voris & Sons. 

Answer: McKees Rock, Pa. 

* * * 

Ashland, Wis.: Who makes one- 
piece slotted hickory gun and rifle 
rods?—E. Garnich & Sons Hardware 


Co. 
Answer: W. R. Hartigan & Son, 


Collinsville, Conn. 
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Federal Trade Commission Opposes Resale Price Legislation 


(From Our Washington Bureau) 


Resale price maintenance legis- 
lation is believed to have been 
definitely defeated by the recom- 
mendation of the Federal Trade 
Commission, made public on June 
22, to the effect that such legis- 
lation is undesirable at the pres- 
ent time. The Commission’s 
conclusions were carried in its 
final report on the investigation 
of that subject which was sent tv 
Congress. The Commission ex- 
presses the view that it would be 
difficult to provide Government 
regulation of price maintenance 
that would bring relief to makers 
of trade-marked goods without 
injustice to consumers, and 
would at the same time meet the 
tests of practical administration. 

The investigation was made by 
the Commission upon its own 
initiative and all the members, 
except Commissioner William E. 
Humphrey, voted to send the re- 
port to Congress. Commissioner 
Humphrey was opposed to such 
action. 

“I doubt the advisability of 
voluntarily sending a report of 
this character to Congress,” Mr. 
Humphrey said in an appendix 
to the report, which consists of 
some 425 typewritten pages. “I 
affirmatively refrain from any ex- 
pression, favorable or unfavora- 
ble, as to any opinion, inference, 
conclusion or recommendation 
which the report may carry. I 
concur in its transmittal only so 
far as the same may be helpful 
as a report upon facts.” 


The exhaustive report presents 
opposition to proposed resale 
price legislation such as_ the 
Kelly-Capper bill. With the rec- 
ommendation against such legis- 
lation now coming from the Fed- 
eral Trade Commission, the view 
is rather widespread that such 
legislation cannot be enacted at 
all, at least in the near future. 
Such legislation, in one form or 
another, has been before Con- 
gress since the 80's. 

Of the 691 manufacturers re- 
porting to the Commission in its 
investigation, 61 per cent ex- 
pressed no preference as to legal- 
izing resale price maintenance, 
while 10 per cent as to number of 
companies and 4 per cent as tu 





volume, opposed to it. Less than 
29 per cent of the total number 
favored price maintenance. Their 
average rate of earnings on in- 
vestment was larger than that of 
those opposed. A significant fact 
shown in this connection, says the 
Commission, is the failure of a 
majority of the manufacturers 
making returns to express a 
preference. 

Hardware and other wholesal- 
ers strongly favored price main- 
tenance, as did retailers gen- 
erally, including hardware metr- 
chants. Yet actual usable returns 
from the hardware and other 
lines were small when compared 
with the questionnaires sent out. 

Financial schedules were sent 
out to 550 hardware retailers and 
only 14, or 2.5 per cent, were 
returned. Of nine retail hard- 
ware stores submitting data on 
investment, etc., for the four year 
period, 1924-1927, the returns 
showed that in the latter year 
six were in favor of price main- 
tenance, two were opposed and 
one was indefinite. 

From the schedules submitted 
by retail hardware stores and 
hardware departments of depart- 
ment stores, direct comparisons 
between nationally advertised 
and competing articles were se- 
cured on 32 articles. Two arti- 
cles were reported in two sizes, 
making a total of what was con- 
sidered as 34 separate items. 
These 34 items were electric 
iron (4), roofing, two-way plug, 
dry battery (2), spark plug, me- 
dium lantern, small lantern, 
hand saw, food chopper, flash- 
light, floor wax (2), paint (2), 
file, floor mop, floor and furniture 
polish (2), axe, hammer, rifle, 
floor varnish, machine oil, food 
chopper, waffle iron, tire gage, 
varnish, pipe wrench, tire chains, 
ice cream freezer. The retail 
hardware stores and department 
stores submitted 370 usable com- 
parisons on the 34 articles listed. 


Hardware store and depart- 
ment store price study schedules 
yielded direct comparisons with 
competing articles on 15 na- 
tionally advertised articles, one 
being reported and tabulated in 
two sizes. The tabulation of 
these direct comparisons is based 





on 163 quotations received from 
hardware stores and 76 from de- 
partment stores. 


Hardware stores paid more and 
charged higher prices than de- 
partment stores for the national- 
ly advertised products listed, the 
report says. The hardware 
stores, however, did not charge 
as high prices in proportion to 
their purchase costs, as did the 
department stores, which resulted 
in the department stores showing 
a higher margin on sales, 37.8 per 
cent, as against 32.5 per cent 
shown by hardware stores. The 
same was true of competing arti- 
cles, the cost and selling prices 
of hardware stores being higher, 
but the margin on sales of de- 
partment stores being larger than 
that of hardware stores, the show- 
ing being 40.4 and 34.1 per cent, 
respectively. 

All but one of the nationally 
advertised hardware articles cost 
the hardware stores more on the 
average than they did the de- 
partment stores, but the hard- 
ware stores undersold the depart- 
ment stores on five articles, in- 
cluding the one that cost them 
less. The hardware stores pur- 
chased four of the competing ar- 
ticles at prices lower than the 
cost to the department stores and 
undersold the department stores 
on seven items. The department 
stores made higher average gross 
margins on sales than the hard- 
ware stores on all but one na- 
tionally advertised article, and on 
all but two competing articles. 

The predominance of whole- 
sale hardware dealers favoring re- 
sale price maintenance was very 
noticeable. Of an average of 44 
the report showed 38 concerns 
were favorable. Only one was 
opposed. The number of hard- 
ware wholesale concerns express- 
ing no preference was five. The 
position of the hardware groups 
as that of other groups, showed 
changes in attitude for different 
years when schedules were sent 
out, but on the whole the hard- 
ware groups always were strongly 
in favor of price resale main- 
tenance. 

The Commission says that in 
general there appears to be no 
conclusion to be drawn as to 4 
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definite relationship between 
rates of profits made and pref- 
erence for the enactment of re- 
sale price maintenance legisla- 
tion. 


A-C METAL SPECIALTIES 
BUYS THREE COMPANIES 


Carl Velguth, president, A-C 
Metal Specialties, Inc., Milwau- 
kee, Wis., has announced the pur- 
chase of the equipment and good 
will of Acme Automotive Acces- 
sories, American Sash Pulley 
Corp. and Velguth Metal Parts, 
Inc. All the companies have 
been moved into a large daylight 
plant. With the increased fa- 
cilities the company will be en- 
abled to render greater service to 
the trade. It is intended to con- 
tinue with the lines formerly put 
on the market by the above men- 
tioned companies. 

The A-C Specialties organiza- 
tion specializes in stampings, but 
will be able to furnish complete 
assemblies from the making of 
dies to the plating or lacquer- 
ing and shipping of the finished 
product. 


AUTOMOTIVE JOBBERS IN 
ATLANTA HOLD SHOW 


Automotive parts, accessories 
and equipment wholesale distrib- 
uters in Atlanta, Ga., held a 
joint parts and equipment show, 
June 22-24, at the City Audi- 
torium, in that city. ' Participat- 
ing in the show were Alexander- 
Seewald Co., American Gear Co., 
Automobile Piston Co., Beck & 
Gregg Hardware Co., Genuine 
Parts Co., King Hardware Co. 
and Southern Bearings & Parts 
Co. Over one hundred and 
twenty-five leading manufactur- 
ers of parts, accessories and 
equipment demonstrated their 
automotive products. 

The show was planned pri- 
marily for the education and in- 
struction of car dealers, garage 
owners, service men and me- 
chanics. Latest and most modern 
equipment, parts and — acces- 
sories were on exhibition. The 
general public was admitted to 
the trade show on Wednesday 
evening. 




















MANHATTAN AND BRONX 
GROUP HOLDS MEETING 


The Hardware & Supply Deal- 
ers Association of Manhattan and 
Bronx Boroughs, New York City, 
held its monthly meeting at the 
Hotel Prince George, 14 East 
Eighth Street, June 16. Recom- 
mendations made by the Presi- 
dent’s Emergency Committee 
for the stabilization of employ- 
ment in retail establishments 
were read and discussed. Copies 
of the Retail Credit Survey, pre- 
pared by the Department of 
Commerce, were passed out at 
the meeting. The secretary has 
on hand a supply of the survey 
findings. 

It was decided to discontinue 
meetings for July and August, 
as has been the practice for the 
last two years. 


WOMAN TRIES HOLDUP 
IN HART HDW. STORE 


A woman asked to see a re- 
volver and some ammunition in 
the Hart Hardware Store, Gallup, 
N. M., June 15, and then at- 
tempted a holdup. She ordered 
the staff of the store to “stick 
’em up and be quick.” Col. A. 
W. Hanson came from the rear 
of the store and knocked the gun 
from her hand by throwing an 
inner tube at her. The woman, 
who refused to give her name to 


the police, said that she at- | 


tempted the robbery as she was 
out of work. 
D. H. SAWYER DIRECTS 
FEDERAL EMPLOYMENT 
STABILIZATION BOARD 


(From Our Washington Bureau) 
D. H. Sawyer, New York City, 
has been appointed director of 
the Federal Employment Stabil- 
ization Board. The board was 
created during the last session 
of Congress and is directed to 
arrange the advance planning of 
federal construction in all its 
branches in the preparation of 
future unemployment relief. 





HARE-BAILEY & NORTH 
REPRESENT GENERAL 
LOCK IN SOUTHEAST 


The General Lock Corp., Lan- 
caster, Pa., has announced the 
appointment 


of Hare-Bailey & 





R. 8S. BAILEY 


North, Nashville, Tenn., as ex- 
clusive representatives in the 
Southeast territory. Hare-Bailey 





RAY H. HARE 


& North is one of the oldest or- 
ganizations doing business in the 
Southern territory. 





SIMPLIFIED PRACTIC E PROGRAMS 


HAVE BEEN 
(From Our Washington Bureau) 

More than 10,000 different as- 
sociations and firms are now 
listed by the Division of Sim- 
plified Practice of the Bureau 
of Standards as acceptors to sim- 
plified practice recommenda- 
tions, according to Edwin W. 
Ely, chief of the division. There 
are numerous hardware lines en- 
compassed in the simplified 
practice programs. 

“The most remarkable thing 
about this steady rise in number 
during the past 10 years,” said 
Mr. Ely, “is the increasing in- 
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WIDELY ACCEPTED 


terest in simplified practice by 
consumers of the commodities 
simplified. The present demand 
on the service of the division by 
the user group almost equals 
that of the manufacturers and 
has resulted in a closer cooper- 
ative relationship among produc- 
ers, distributers and consumers.” 

There are in effect over 120 
simplified practice recommenda- 
tions and the total number of 
acceptances to all recommenda- 
tions numbers nearly 30,000. 

Savings due to the application 
vf simplified practice are placed 
at more than $250,000,000. 





EDWIN FLATO, MAYOR OF 
CORPUS CHRISTI, TEXAS 


Edwin Flato, president, Cor- 
pus Christi Hardware Co., Cor- 
pus Christi, Tex., was recently 
elected mayor of that city. Al- 
though prominent in business 
and civic life of the city for the 
past twenty-five years, that office 
is his first public position. 





MISS DOROTHY SHANK IS 
ZONTA 2D VICE-PRES. 


Miss Dorothy Shank, Cleve- 
land, Ohio, director, research 
kitchen, American Stove Co., was 
elected as one of the second vice- 
presidents of Zonta International, 
comprising feminine executives 
and business owners. The 
eleventh annual convention of the 
organization was held at Hotel 
Cleveland, Cleveland, Ohio, last 
week. 


STINER IS VICE-PRES. 
OF A. C. NIELSEN CO. 


Ernest West Stiner, formerly 
western field counsellor for Bige- 
low, Kent, Willard & Company, 
has joined the executive staff of 
A. C. Nielsen Company, mer- 
chandising engineers, 4450 Ra- 
venswood Avenue, Chicago, IIl., 
as vice-president and western 
manager. For the past 13 years 
Mr. Stiner has been associated in 
various capacities with the pro- 
fessional field, devoting the ma- 
jor portion of his time to solving 
problems of general management 
and distribution. His work has 
included the analysis and prac- 
tical application of organization 
management, merchandising in 
all its phases, and general pro- 
duction problems. 

Mr. Stiner is nationally known 
as a speaker and writer on man- 





agement and distribution prob- 
lems. He has addressed several 
hundred organizations during his 
career and has contributed to 
many of the leading business 
publications. 


PLYMOUTH CORDAGE HAS 
75 CAR EXPORT ORDER 


The Plymouth Cordage Co., 
North Plymouth, Mass., has filled 
an export order for approxi- 
mately seventy-five cars of five 
hundred foot binder twine. The 
company’s Plymouth and Wel- 
land, Ont., Canada, plants have 
been running thirty-five hours 
weekly. As a result of this order 
it is now necessary to step up 
operations to forty-eight hours 
weekly and somewhat higher at 
Welland. Within the next two 
or three weeks an appraisal of 
crop conditions will be necessary 
to determine whether full time 
operation may be continued. 





GARVER HARDWARE CO. 
CHANGES PERSONNEL 


Changes in the ownership and 
personnel of the Garver Hard- 
ware Co., 416 Eighth Street, Des 
Moines, wholesale and_ retail 
dealers, were recently made. John 
A. Garver has announced that he 
purchased the stock in the Gar- 
ver organization of Mr. Gadd, 
who resigned as vice-president 
and treasurer. The business has 
been reorganized. 

J. W. Schaefer, a hardware 
man of wide experience, is mer- 
chandise manager, and Dwight 
Kirk is outside man for the build- 
ers’ hardware department. Virgil 
Wagner is outside man for the 
paint department. Mr. Garver 
has announced that business has 
enjoyed a fair increase since the 
first of May. 


crc 
DEPARTMENT OF COMMERCE 
ISSUES READING LIST ON 


COOPERATIVE RETAIL ADVERTISING 


(From Our Washington Bureau) 

To aid merchants who are ac- 
tively engaged in cooperative ad- 
vertising and for those who de- 
sire to organize a cooperative 
group, the Marketing Service 
Division, Department of Com- 
merce, has made public a read- 
ing list of articles on cooperative 
retail advertising. All types of 
cooperative advertising are dis- 





cussed jin the various references 
included in the list to cope with 
the wide area over which the co- 
operative associations extend. 
These associations range in de- 
gree of organization from the 
near-chain or voluntary chain to 
the loosely organized group of 
retail merchants advertising and 
merchandising a single commod- 
ity at a time. 





MISLEADING ADVERTISING STOPPED 
BY FEDERAL TRADE COMMISSION 


(From Our Washington Bureau) 

A corporation selling hard- 
ware, including metal casters, at 
wholesale and principally by 
mail orders, has signed a stipu- 
lation with the Federal Trade 


Commission agreeing to stop ad- 
vertising that it has a certain 
well-known caster in stock and 
is prepared to fill orders for 
such article, when, according to 
the Commission, this is not true. 
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New York Conference Considers 
Screen Wire Cloth Simplification 


Meeting under the auspices of 
the Division of Simplified Prac- 
tice of the United States Depart- 
ment of Commerce, producers, 
distributers and users of screen 
wire cloth held a general con- 
ference at the Hotel Biltmore, 
New York City, on June 18 to 
consider the proposed program, 

Representatives of manufac- 
turers producing .in excess of 
90 per cent of the volume of 
wire cloth annually produced in 
the United States were in at- 
tendance. The program, it is 
said, will result in reducing by 
approximately 40 per cent the 
various items embraced by the 
black painted, zinc coated, com- 
mercial bronze and copper clas- 





pected to be especially beneficial 
to hardware retailers and wholec- 
salers, as a much smaller stock 
will be required and at the same 
time will be sufficiently large to 
meet all normal requ:rements. 
The principal accomplishment 
of the meeting was in revising the 
tentative recommendations in 
such a manner as to meet with 
the sanction of those present. 
Before the recommendations are 
definitely accepted they will be 
submitted to all interested fac- 
tors for a vote. A majority vote 
of approval must then be re- 
ceived. After approval, as the 
next step, thirty days are allowed 
to intervene before the Depart- 
ment of Commerce finally ap- 
proves-the recommendations and 
announces the effective date. 





sifications of insect screening 
materials. The move is _ ex- 
BURTON BRUSH MERGES 


WITH GERTS, LUMBARD 


The Burton Brush Co., Cam- 
bridge, Mass., recently merged 
with Gerts, Lumbard & Co., Chi- 
cago, Ill. The Burton company 
was founded in 1844 and in re- 
cent years has been specializing 
in the manufacture of varnish 
and paint brushes. Gerts, Lum- 
bard & Co. has been well known 
for 81 years for its line of pro- 
fessional painters’ tools, calcimine 
brushes, stucco brushes and wall 
brushes, etc. Both firms will con- 
tinue to operate as before, with 
additional facilities given both 
by the consolidation. 

New officers of the Burton com- 
pany are: President, P. H. 
Thayer; vice-president, E. J. J. 
Schmidt; treasurer, F. A. Crego; 
assistant treasurer, E. J. Carle- 
ton. The new officers of Gerts, 
Lumbard & Co. are: President, 
Mr. Schmidt; vice-president, Mr. 
Thayer; treasurer, Mr. Crego; 
secretary, W. S. Gerts. 





ROSENBERG, KRUEGER 
EASTERN TOOL AGENTS 


Lawncomb rakes manufactured 
by Eastern Tool & Mfg. Co., 
Bloomfield, N. J., are now dis- 
tributed exclusively by A. Rosen- 
berg and E. R. Krueger, 16 War- 
ren Street, New York City. 





ARTIZAN NOW HANDLES 
BURT CIRCULAR SAWS 


Burt circular saws for cutting 
metals and wood for hand and 
electric drills, manufactured by 
the White Mfg. Co., are now han- 
dled exclusively by the Artizan 
Machine & Specialty Co., 16 War- 
ren Street, New York City. 
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PHILIP RINALDO 


Philip Rinaldo, president 

and one of the founders 

of Flexible Steel Lacing 

Co., Chicago, Ill., whose 

death was recorded in the 

June 18 issue of Hardware 
Age. 





G. M. BAIRD & CO. WILL 
REPRESENT VLCHEK TOOL 


G. M. Baird & Co., 564 Ran- 
dolph Building, Memphis, Tenn., 
manufacturers’ agents since 1924, 
will represent The Vichek Tool 
Co., Cleveland, Ohio, effective 
July 1. The territory covered by 
this Southern organization for 
Vichek is Virginia, North Caro- 
lina, South Carolina, Georgia, 
Florida, Alabama, Mississippi, 
Tennessee, Arkansas and Louisi- 
ana. The Vlchek line of quality 
tools includes wrenches, cold 
chisels, screw drivers, pliers, 
punches, hammers, etc. As in the 
case of all lines handled by Geren 
M. Baird, distribution will be en- 

















tirely through wholesalers. An 
error in a HARDWARE AGE news 
item on page 55, June 11 issue, 
suggested that the Baird organi- 
zation and Geren M. Baird’s con- 
nection with it were new devel- 
opments. This item should have 
announced Mr. Baird’s repre- 
sentation of the Vichek line and 
his plan to add Virginia to his 
sales territory. 

The Baird organization covers 
Oklahoma and Texas on other 
lines. 





P. G. MURKEN NOW WITH 
THOS. C. EDMONDS CO. 


Philip G. Murken, P. O. Box 
81, Baldwin, Long Island, N. Y., 
is now covering metropolitan 
New York and Long Island for 
Thos. C. Edmonds & Co., 1826-8 
Park Avenue, New York City. 
The Edmonds company is dis- 
tributor for The Reardon Co., 
2200 N. Second Street, St. Louis, 
Mo. makers of kalsomine, cold 
water paint, texture paint, wall 
sizing, patching plaster, etc. 

Mr. Murken was previously 
Long Island representative ‘or 
Chemo Co., Buffalo, N. Y. 





THE NUTMEGGERS HOLD 
ANNUAL PICNIC 


The Nutmeggers annual frolic 
was held at Clarkhurst, Conn., 
on the Connecticut River, June 
10. Although the weather was 
poor, 25 members and dealers 
turned out to dine and play golf. 
E. C. Sullivan, L. L. Ensworth 
& Co., Hartford, Conn., had the 
best score, while Herman Morse, 
W. W. Morse, Meriden, Conn., 
had the high score. Mr. Burgh- 
off of the Burghoff Hdw. Co., 
Wallingford, Conn., had the best 
score on the putting green. Other 
events were omitted because of 
the poor weather. 

C. ‘F. Gallager was in charge 
of the frolic. 





VALK IS APPOINTED AS 
FADA EXPORT MANAGER 


F. A. D. Andrea, president, 
Fada Radio Co., Long Island 
City, N. Y., has announced the 
appointment of Philip Valk as 
export manager. Mr. Valk has 
been identified with radio since 
its very inception in 1917. He 
organized the Saturn Mfg. & 
Sales Co., New York, to make 
radio parts for both export and 
domestic use. 

Mr. Valk was recently export 
manager of the Miles Reproduc- 
tion Co., New York City, man- 
ufacturers of sound equipment, 
public address systems, etc. 

He has been identified with ex- 
porting and importing for the 











past twenty years, has visited 
every major country in the world, 
and recently returned from his 
twenty-third trip abroad. 





EVERETT REPRESENTS 
GENERAL LOCK CORP. 


John T. Everett, Memphis, 
Tenn., has recently been ap- 
pointed as representative for the 
General Lock Corp., Milwaukee, 





JOHN T. EVERETT 


Wis. He is well known to the 
wholesale distributing trade in 
the South. Mr. Everett will 
represent the General Lock or- 
ganization in the Southwest part 
of the country. 





MRS. C. H. CASEY DIES 


Mrs. Charles H. Casey, wife of 
the manager of the Minnesota 
Retail Hardware Association, 
died"on June 10 as a result of 
injuries sustained when she fell 
down stairs in her home two 
months ago. She had been hur- 
rying to the bedside of her hus- 
band, who was ill at the time. 
Her fall resulted in a fractured 
skull, and although she seemed 
to slightly recover at the Abbott 
Hospital and was removed to her 
home, the end came soon after. 

The Caseys have been resi- 
dents of Minneapolis since 
1923, when Mr. Casey became 
manager of the association. Pre- 
vious to that he had been engaged 
in the hardware business at Jor- 
dan, Minn. 

Besides her husband, Mrs. 
Casey is survived by two sisters, 
Mrs. Mary Herdlick and Mrs. 
Catherine Mulkern, both of St. 
Paul. 
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‘GE Midget Set 
With Pentode 


This GE radio set, offered by 
General Electric Co. merchandis- 
ing department, Bridgeport, Conn., 
incorporates the Pentode tube and 
is designed for those requiring an 
inexpensive set for any purpose. 
It has brown walnut cabinet of 
cathedral style, standing 1544 in. 
high. Dynamic speaker is con- 
cealed behind at attractive screen 
grille cloth. There are three control knobs. Chassis, in- 
cluding power supply system, is one complete unit and is 
carefully shielded. Set employs tuned radio frequency prin- 
ciple and has two tuned circuits. List price is $37.50 with 


tubes. 








RCA Victor 
1931 Radios 


The RCA Victor Radiolette is 
the smallest table type of receiver 
made by RCA Victor. It is of 
improved TRF type, utilizing four 
tubes, of which one is a Pentode 
output type. It is housed in wal- 
nut finished cabinet of Cathedrial 
type, with improved dynamic loud 
speaker. Weight is 16 lb. and 
measurements are: 15 x 115/16 
x 79/16 in. List price is $37.50 
complete with Radiotrons.  Illus- 
tration shows a console radio in 
walnut finished cabinet of 18th 
century design with 8 tube screen grid superheterodyne 
instrument, listed at $89.50° with radiotrons. Electrical fea- 
tures are the same as the RCA Victor Superette. The maker 
is RCA Victor Co., Inc., Camden, N. J. 











G.M. Radio Models 
1931 Model 


Improved superhetero- 
dyne_ circuits, custom 
built period-type furniture 
models, Pentode tubes, 
greater selectivity, im- 
proved tonal quality, 
“local and_ distance” 
switch and automatic vol- 
ume control feature the 
1931 line offered by Gen- 
eral Motors Radio Corp., Dayton, Ohio. Two separate lines, 
with three different circuits, 7, 8 and 10 tube superhetero- 
dynes are offered at list price ranging from $69.50 to $350.00, 
including tubes. Five models are offered in the standard 
and nine in the custom built furniture line. In addition, the 
Pioneer, ‘the battery set for use on farms and places where 
outside current is not available, is presented. Pentode tube 
is used in 7 and 8-tube models, while the 10-tube circuit 
employs two ’45 power tubes in push-pull amplification. All 
three circuits have the new variable Mu, or super-control 
tubes, for elimination of cross talk and interference between 
powerful stations and for increasing volume without distor- 
tion. Cromwell model is illustrated. It lists at $160 and 
has 10-tube chassis. 
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U.S. Apex and 
Gloritone Models 


U. S. Radio & Television Corp., 
Marion, Ind., is offering three new 
U. S. Apex models and two Glori- 
tone models, with pentode tubes,, 
ranging from five to ten tubes. 
U. S. Apex model 10B is a 10- 
tube superheterodyne set with two 
pentode tubes, automatic volume 
control, full range Mu tubes in 
push pull, meter tuning and full 
vision illuminated dial. Model 8A 
has eight tubes in table style 
cabinet, with pentode tube, full range mu tubes, automatic vol- 
ume control and full vision illuminated dial. The Gloritone 
models are five tube sets with triple screen grid, pentode tube 
and illuminated dial; model 26P being table style set and 
model 26B being console size with a height of 37 in. Apex 
model 10B is 4144 in. high while model 8B is 41 in. high. 
Model 8A is a table style cabinet 174 in. List prices, in- 
cluding tubes, range from $49.95 to $102. 








Stewart-Warner Silver 
Jubilee Line Radios 


Stewart-Warner Corp., 1826 
Diversey Parkway, Chicago, IIL, 
offers the Silver Jubilee line in 
commeration of 25 years in busi- 
ness. There are nine new receivers. 
Dominant features are: super- 
heterodyne circuit, television ter- 
minals, pentode tubes, new vari- 
able Mu tubes, tone control, low 
wave converter, electro dynamic 
reproducer, shielded compact 
chassis, attractive cabinets and full range sensitivity. The 
low wave converter, 814 x 1114 in., lists at $23.95, with tubes. 
It adapts practically any A. C. set to low wave reception, says 
the maker. Apartment model illustrated is 6 tube mantel 
type in American walnut cabinet, 1814 x 14x 11 in. It lists 
at $52.95 with tubes. There are four console models listing 
at prices from $65.75 to $82.75 with tubes. Low wave con- 
verters are available for these sets, listing at $22.00 above 
regular price. One model is a walnut cabinet of table height 
fitted with four noiseless wheels for moving around the home. 





ICA Envoy Midget 
Receivers 


This Envoy model midget 
radio receiver is one of two 
models of smaller size of- 
fered for D. C. operation. 
Sets are similar in operat- 
ing characteristics to the 
A. C. Envoy models. Tone 
control and _ phonograph 
pick-up jacks are included. 
Chassis utilizes three screen- 
grid tubes and two two-volt 
pentode tubes. Use of the pentode tubes in parallel in the 
output stage increases the available power output far beyond 
that expected from D. C. sets, says the maker. The 110 volt 
receiver requires less than 35 watts, while the 220 volt model 
requires less than 70 watts: Insuline Corp. of America, 23 


Park Place, New York City, is the maker. 
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PROFESSOR NUTHOUSE, THE EMINENT ECONOMIST, 
ANALYZES THE SITUATION 
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GeneraL Marker News 


Variance Is Shown 
in Hardware Demand 


New York, June 24.—Influ- 
enced by the type of weather 
prevailing in individual trade 
territories, some hardware mar- 
ket centers report an active de- 
mand, while trade in other dis- 
tricts has been adversely affected 
by less favorable climatic condi- 
tions. Rains are badly needed 
in the Memphis territory, but in 
most other sections recent rain- 
fall has been ample and crop 
prospects are generally good. 
Sales in the Boston district com- 
pare favorably with the like 
period of a year ago. Sentiment 
has improved in the Kansas City, 
Chicago, New Mexico and Cleve- 
land territories, while conditions 
are practically unchanged in the 
New York and Twin Cities trade 
areas. 

Some of the most active lines 
are garden tools, lawn goods, 
fishing tackle, farm supplies, 
painting materials, sporting 
goods and housefurnishings. The 
advent of the home canning and 
preserving season has created an 
excellent early demand for the 
necessary equipment. Items 
needed for equipping summer 
cottages and summer camps are 
also in brisk demand. Most 
staple lines are rather dull, 
especially items required for 
construction operations. How- 
ever, the fact that retail stocks 
are abnormally low has made 
frequent replenishment of staple 
items necessary, as a fair con- 
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OF THE WEEK 


sumer demand for essentials has 
been well maintained. 

Prices, in the main, and in 
view of general conditions are 
fairly steady. While minor re- 
ductions continue to be an- 
nounced rather frequently by 
manufacturers, it appears un- 
likely that many drastic reduc- 
tions are in the offing. It would 
seem that most readjustmeents in 
the price structure have already 
been completed. 

The credit situation is 
sidered fairly satisfactory and 
some improvement has_ been 
noted within the past thirty days. 
days. 


con- 





A Summary of the Trends 
In Basic Business Indicators 


Fisher’s wholesale price index, for 
the week ended Jyme 13, averaged 69.7 
per cent. The May average was 71.4. 
The purchasing power of the dollar, 
on a 1926 basis, was 143.5c. The May 
average was 140.2c. As will be noted 
in the chart appearing on the opposite 
page, the gradually declining tendency 
has continued for several months. 

Business failures for the week ended 
June 13, as reported to R. G. Dunn & 
Co., were the lowest for the full week 
than for any similar period since last 
October. Business defaults, as reported 
at Bradstreet’s, increased by 56 over the 
preceding week, which was a_ holiday 
week, while as compared with the like 
week of 1930 there was a gain of 22 
or 4.8 per cent. The increase over 1929 
was 139 or 40.7 per cent. 

Bank debits as reported to the 
Federal Reserve Board for the week 
ended June 10 aggregated $10,097,- 
000,000, or 12 per cent below the total 
reported for the preceding week, which 
included but five business days in most 
of the principal cities. As compared 
with the corresponding week of last 
year a drop of 27 per cent is shown. 


Manufacturers Urge Higher 
Duty on Agricultural 
Hand Tools 
(From Our Washington Bureau) 

Domestic manufacturers of agri- 
cultural hand tools, at a recent hearing 
held by the Tariff 
Washington, D. C., 
crease of 50 per cent on the duty on 
such products, as established by the 


Hawley-Smoot tariff laws. 


Commission in 
requested an in- 


Several manufacturers gave testi- 
mony bringing out the inadequacy of 
the rates now effective and requested 
higher tariff protection to insure their 
Practically all of the 


hand 


domestic market. 
agricultural 
States, through 
Durrell, 


manufacturers of 
tools in the United 
their representatives, G. E. 
president, American Fork & Hoe Co., 
Cleveland, Ohio, and James G. Lerch, 
New York City, attorney, urged an in- 
crease in duty. 

Mr. Durrell stated that Germany is 
the principal foreign competing coun- 
try for forks, hoes and rakes, Sweden 
for scythes, sickles and similar cutting 
tools, and both England and Germany 
for shovels, spades and scoops. He re- 
latéd that a personal investigation had 
revealed that labor costs in Germany 
are about one-fourth of domestic labor 
costs, while foreign fa€tories are just 
as modern as .those in this country. 

H. S. Earl, Oakland, Me., represent- 
ing the North Wayne Tool Co., and 
the Village Blacksmith Folks, asked 
that the present duty on grass hooks 
be increased to a 45 per cent ad valorem 
rate. Mr. Earl declared that if the 
present duty is decreased that the two 
firms he represented wotld not be able 
to compete in the Philippine Islands, 
which is their chief export market. 

William A. Ready, Ames Shovel & 
Tool Co., North Easton, Mass., testi- 
fied that while domestic products are 
comparable to foreign made tools that 
it is impossible to compete in South 
American markets, due to the wide 
price differential. 











Basie Business Indicators for Week Ended June 13 


As Charted in the Survey of Current Business and Compiled 
by the United States Department of Commerce 


‘eekly Average 1923-1925, Inclusive=100 


Bituminous coal production registered an upward turn in the first week of June. Freight car loadings 

reflect a declining tendency. Petroleum production continues to increase, as does lumber production 

and wheat receipts. Stock and bond prices and money in circulation continue to exhibit upward trends. 
Other indicators continue toreflect downward tendencies. 
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ROSWELL Tourist Trade Aids Sales 


RoswEL., N. Mex., June 23. 

TART of the summer tourist busi- 
S ness in southeastern New Mexico 

has already shown a favorable 
effect on business. Extra advertising 
effort by Roswell, and the fact that 
thousands in the Southwestern States 
are taking vacations nearer home 
rather than at points longer distances 
from home, account for the better 
prospects for summer business in 
southeastern New Mexico which has 
a varied lot of scenic attractions and 
recreational opportunities. The State 
Game Commission, anticipating addi- 
tional visitors, has planted 30,000 
mountain trout in the mountain 
streams west of Roswell in the Lin- 
coln National Forest. 


TWIN 


MINNEAPOLIS, June 23. 
I a recent survey of the North- 


west, it was found that damage to 

crops by dry weather this year 
is considerably less than had been ex- 
pected. There are parts of North Da- 
kota and Montana where rainfall had 
not been sufficient this spring at the 
time the survey was made, but is very 
possible, with the numerous wide- 
spread rains recently, that these sec- 
tions have also been visited. South 
Dakota has had rains quite generally 
over the entire State, and the only 
section of North Dakota which was 
dry lies west of the Missouri River. 


GAINS APPEAR LIKELY 


In Minnesota, and other States in the 
group, rains have assured the start of 
a very fine crop. With these condi- 
tions as to agriculture, it is believed 
that a definite turn toward improved 
conditions is being made, and that, 
while there is not going to be an im- 
mediate boom, conditions will gradu- 
ally show a change for the better. 


PAINTS QUITE ACTIVE 


Dealers in house paints have had 
a fairly good spring, especially in the 
large cities, where people seem to be 
taking advantage of the opportunity 
of lowered costs of material and labor 
to do some much needed painting. Ac- 
tivity of this sort is contagious in a 
neighborhood or community, and deal- 
ers carrying paint are featuring the 
present advantages of painting the 
home. The paint-up campaign earlier 
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Better Undertone Prevails 


FARM PROSPECTS 


Wool sales, while at prices lower 
than normal, have placed additional 
money in circulation. Additional good 
rains have placed the ranges in almost 
perfect condititon so that lambs are 
growing fast. Cattle and sheep are 
both in excellent condition. The first 
cutting of alfalfa in the irrigated Pe- 
cos Valley has been of some help to 
the farmers, and the truck gardeners 
are finding a ready market for their 
products. Cotton is making satisfac- 
tory progress as are other row crops. 


WHEAT HARVEST 


The wheat in the Clovis section of 
New Mexico and in the Panhandle of 


CITIES 


in the season had some good influence 
in this direction. 


SEASONAL LINES 


Electric fans are being advertised 
and shown, although the best selling 
season for this line is still a few weeks 
away. 

With the excellent rains, lawns and 
pastures have put on very rapid 
growths, and with good results. Lawn 
mowers have been selling well, and 
the added returns for the increase in 
dairy products due to the improved 
pasturage is giving encouragement to 
the farmer and dairyman. Dairy 
equipment is selling at a fairly good 
rate, with the demand improved by 
the general conditions, although butter 
fat is still selling at a low price. Eggs, 





Texas is ready for harvest and record 
yields are in prospect. The harvest 
will put additional men at work, and 
more money in circulation. 


BUILDING INCREASES 


There is some slight increase in the 
volume of building throughout the ter- 
ritory, both in business structures and 
residences. There is little change in 
the collection situation. 


UNDERTONE IMPROVES 


Business men and bankers report a 
better undertone of confidence among 
people generally, and a better feeling 
about the future. Opinion seems fairly 
well established that no quick or magic 
remedy will improve conditions and 
that the business and _ agricultural 
structure must fight its way back by 
common sense methods and hard work. 


Crop Outlook Improves 
Business Is Fairly Good 


which have been at the lowest price 
experienced in many years, have in- 
creased in price during the past two 
weeks. 


PRICE SITUATION 


Prices are showing no activity as to 
changes, remaining firm on the level at 
which they have been for some time. 
There are occasional changes, but 
these are in the nature of adjustments 
almost entirely. 


COLLECTIONS 


Collections continue at about the 
same level, and steady effort is being 
given to this part of the mercantile 
activity. Possibly collections are 
slightly better as a whole in this ter- 
ritory than they were a month or so 
ago, but the change is slight. 





MEMPHI 


(Memphis Correspondent of HARDWARE 
AGB) 


Mempuis, June 23. 

URRENT sales of the hardware 

jobbers are just about on par, 

so far in June, with April and 
May, and are therefore very satisfac- 
tory. Jobbers were anticipating that 
June sales would slump very consider- 
ably, and are still anticipating that we 
will have a dull summer; however, the 
sales so far have not indicated it. 


FUTURE SALES 


Dealers appear to be more ready to 
place orders for certain merchandise 


Currerit Sales Unchanged 
Collections Satisfactory 


for later shipment and are buying fall 
merchandise a little more freely. The 
goods that are being booked princi- 
pally are axes, cotton pickers’ sacks, 
cotton pickers’ knee pads, scale beams, 
cook stoves, ranges, heating stoves, 
stove pipe, ammunition, guns, hunting 
clothing, etc. 


CROPS NEED RAIN 


Crop conditions generally are very 
good. Cotton is somewhat late, getting 
off to a bad start due to late cool 
weather, and other crops are being re- 
tarded in growth somewhat by dry 
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weather at the present moment. A good 
general rain would be very generally 
beneficial over this belt not only to 
cotton, but to corn and all sorts of 
hay crops and garden truck. The 
psychological effect of three or four 
weeks of dry weather is very notice- 
able. We hear frequent remarks com- 
ing from rural territories that the in- 
dications are favorable to a repetition 
of the drought experience last year. 


TRADE CONDITIONS 


We see a lot of hay presses in oper- 
ation over the territory, which is creat- 
ing a lot of hay tie business and also 
a lot of labor is being employed around 
these and in the work of putting away 
hay, which is helping conditions. 

Construction work on highways is 
still leading in employment of labor. 
There is any amount of this work in 
process right now and it is certainly 
helping to keep trade conditions 
status quo. Just recently a very large 


PITTSBURGH 


(Pittsburgh office of HARDWARE AGE) 
PittspurGcH, June 23. 


ITH the exception of a mod- 
erate movement in_ seasonal 
items, the hardware trade in 


this district is very dull and has not 
changed materially since the first of 
the month. The weather has not been 
hot enough to stimulate demand ma- 
terially on a number of products which 
might be expected to be moving in 
heavy volume at this time of the year. 
Screen doors and windows are being 
taken by retailers in moderate volume, 
but the aggregate movement to date 
has been disappointing. Electric fans 
have also been quiet and thermos bot- 
tles and picnic jugs only fair. Cherry 
seeders have been moving in consider- 
ably better volume than usual, indi- 
cating a large crop of cherries. Mason 
jars have not begun to move in very 
large volumes as yet, but a good sea- 
son is expected. Garden and lawn 
supplies are more quiet, but there is a 
slight demand for hay forks, scythes 
and snaths. Sales of outside paints 
are still rather disappointing. 


PRICE REVISIONS 


Price changes during the week have 
been principally in the form of reduc- 
tions. The Polar Club line of electric 
fans is down slightly, with the 6-in. 
size now quoted at $2.65 each; the 
8-in. at $3.05; the 10-in. stationary at 
$4.55, and the 10-in. oscillating $7. 
Peerless mason levels are also lower. 
The No. 3, 42-in. is now quoted at 


development in nearby rural districts 
was started by the local natural gas 
company: they are starting an exten- 
sion of natural gas mains to a number 
of west Tennessee towns, probably 
covering 150 or 200 miles in length. 
This is furnishing labor to five or six 
hundred men, and is going to open 
new fields for gas equipment. Gas 
development is quite general over this 
entire territory now. 


COLLECTIONS 


It is quite remarkable, we think, the 
way general collections have held up. 
It has been very freely predicted for 
a number of months that the source of 
supply would soon be exhausted and 
that rural dealers would be void of 
cash and therefore not be able to pay 
their bills, but this has not worked 
out. On the other hand, payments con- 
tinue to be very satisfactory. Of course, 
jobbers are carrying a good many 
more accounts than usual and have 





$2.25 each and the 48-in. at $2.40 
each. The No. 40, 42-in. is now $3 
and the 48-in. $3.25. Manufacturers 
of night latches have also revised their 
quotations downward following consid- 
erable price weakness in that line. 
Linseed oil and turpentine are lower 
after having remained stationary for 
several weeks. Turpentine is now 
quoted at 68c. per gal, in barrel lots, 
and linseed oil at slightly over 10c. 
per lb. in barrel lots. White lead is 
unchanged at 13.25c. per lb. Prices on 
bolts and nuts seem to be very well 
maintained in this district. Jobbers 
have been unable to get concessions 
from manufacturers and ip turn are 
not disposed to make lower prices to 
retailers. Nails are also holding better 
but demand is so light that prices are 
getting little test. 


REVOLVER LAW 


A law has recently been passed in 
Pennsylvania restricting the sale of re- 
volvers at retail stores. Licensing is 
now required before selling, and no 
deliveries can be made until 48 hours 
after the license is granted. 


IRON AND STEEL 


The iron and steel industry in west- 
ern Pennsylvania is still declining to- 
ward the low levels expected in July. 
Steel ingot production has dropped to 
about 38 per cent of theoretical ca- 
pacity, and only about 25 per cent of 
the available blast furnaces in the dis- 
trict are running. Steel rolling mills 





probably closed more accounts by 
note, due in the fall, than for many 
years, but prompt payment seems to 
be the order with practically all the 
small dealers, and collections, there- 
fore, might be considered very satis- 
factory, especially in consideration of 
the conditions. 


PRICES LITTLE CHANGED 


There have been few changes in 
prices and none at all of a general 
nature or of an extreme nature. There 
have been some slight adjustments, of 
items principally, and in a few in- 
stances certain lines of merchandise 
have shown slight adjustments, but no 
radical changes. We believe that prices 
have just about reached a basis where 
it is reasonable to expect adjustments 
to show about equal advances and de- 
clines. We find dealers more ready 
to accept the present price situation 
than they have been at any time for 
several months. 


Trade Continues Dull 
Some Prices Are Lowered 


are also curtailing production in line 
with very light consumer demand, and 
only on line pipe and structural shapes 
has any material seasonal improve- 
ment taken place. Tin mill schedules 
are off very slightly, but further cur- 
tailment in the next month or two is 
rather unlikely. Steel prices are not 
clearly defined, as buying is in too 
small lots to test the market. Mills 
are finding few customers who wish to 
make third quarter contracts and are 
not pushing business of this sort. Ef- 
forts are still being made to advance 
quotations on sheet steel and _hot- 
rolled strip, but no immediate effect is 
likely. = 
COAL INDUSTRY 

While labor disturbances in the coal 
mines of western Pennsylvania, West 
Virginia and eastern Ohio are continu- 
ing, no visible effect on the market is 
reported. Coal prices are slightly 
firmer in some instances, but no gen- 
eral attempt to advance prices has been 
made and consumers seem to be apa- 
thetic to the consequences of the strike. 
Walk-outs have been rather numerous, 
and widely scattered throughout the 
affected area, but many large mines 
have thus far been unaffected. 


CREDIT SITUATION 


Mine strikes have naturally had a 
depressing effect upon business in ad- 
jacent towns, and collections have be- 
come more hopeless than ever. In in- 
dustrial settlements and Pittsburgh 
collections are unchanged. 
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KANSAS CITY 


(Kansas City office of HARDWARE AGE) 
Kansas City, June 23. 


HE hardware business in the 
Kansas City territory is about 
the same as two weeks ago. It 
seems that the dealers have quite a 
lot of money out that they have not 
collected, while they have a low stock 
of merchandise on their shelves. Sales- 
men report that, in spite of the busi- 
ness depression, customers are volun- 
tarily paying back accounts in five, ten 
and fifteen dollar amounts, and that 
with the good crops that seem to be 
the rule all over the territory, much 
of this customer indebtedness will be 
cleared up. That being the case, and 
with dealers’ stocks low, a good season 
of lively buying is seen as a probability. 


SPORTING GOODS 


The greatest acceleration in the 
hardware line is reported in sporting 
goods. Golf is the leader at present, 
but the gain it has made is but a 
continuation of a growing popularity 
that has been manifest in this game 
for the last number of seasons. 

But this year, with the acceleration 
of golf came a marked spurt in croquet 
sets. Wholesalers believe that golf 
has had a certain influence on croquet. 
It is pointed out that the technique 
developed in playing croquet helps to 
develop short shots and putting on the 
golf links. More sets of croquet have 
been sold than in several seasons past. 

Other old-time games—ping pong 
and backgammon—are also coming 


BOSTON 


(Boston office of HARDWARE AGE) 
Boston, June 23. 


HE showing made by shelf hard- 
ware wholesale houses this month 
is quite remarkable in view of 
the fact that more rain has fallen, 
according to the records of the local 
weather bureau, than ever before in 
a June. As compared with May, whole- 
sale sales are slightly less, which is to 
be expected, but as compared with 
June, 1930, they are on a par or bet- 
ter, not only in volume, but in value 
in some individual items. 

Wholesalers report that retailers are 
ordering because they are out of stock, 
and that means the retail dealer’s sales 
are holding up well. There is no par- 
ticular feature to retail buying except 
that demand for such merchandise as 


JUNE 25, 1931 





again into public favor. While hardly 
any of the hardware wholesale houses 
stock these games, frequent calls for 
them show the trend of demand. 


CROP OUTLOOK 


Crops look good over the Kansas 
City trade territory for a distance of 
two and three hundred miles in any 
direction. Farmers are going to have 
many things to sell this harvest, even 
though the price may be unsatisfac- 
tory. This will make hardware busi- 
ness regardless of the depression. 


FARM DEMAND 


Traveling over the trade territory to 
the west one is surprised at the amount 
of buying that is going on despite talk 
to the contrary. The farmers are still 
decidedly in the market for things they 
need, although they have been slowing 
up on the luxuries. Small grain all 
over Kansas looks fine. This always 
puts. buying spirit into the farm trade. 
Crops of volunteer oats will be har- 
vested that will make over 25 bushels 
to the acre. Sowed oats are better ac- 
cordingly. Rains have made the pas- 
tures good and dairy cows are yield- 
ing lots of butter fat. 


RESORT TRADE 


The big artificial lake with 125 miles 
of shore line at the new Bagnell dam 
in southern Missouri has given a great 
impetus to sporting equipment in Mis- 
souri and eastern Kansas. Boats and 
motors are being sought by people 





Sales Holding Up 
on Par with 1930 


grass shears, hedge shears and lawn 
accessories in general is holding up 
in larger volume than generally an- 
ticipated in wholesale circles. Other- 
wise, buying embraces virtually every- 
thing wholesalers carry that might be 
wanted by the public at this time of 
the year. 


SPRAYING GOODS ACTIVE 


There is an old saying among New 
England farmers that a wet June means 
abundant crops. The wet weather sup- 
plemented by short periods of warm 
sunshine assuredly has forced New 
England crops to a marked degree 
and has hastened the advance of the 
army of crop-destroying pests, con- 
sequently wholesale sale of all kinds 
of insecticides and sprayers have 


Sales Fairly Satisfactory 
Good Crops Are Expected 


who never thought of motor boating 
before. Accompanying this is a cor- 
responding demand for fishing equip- 
ment. 


BUILDING PROJECTS 


Building projects are going on in 
Kansas City, more, perhaps, than in 
almost any city of its size in the coun- 
try. Added to this is the voting of a 
$39,000,000 bond issue just a short 
time ago. This will mean a lot -of 
money turned loose in the vicinity of 
Kansas City over a period of ten years. 
The prospect of this added activity 
which will start this fall, is anothet 
factor that is helping to stabilize and 
enliven trade conditions in Kansas City 
and its immediate territory. 


APPLIANCES 


For several seasons past the retail 
ers have been feeling the pinch of both 
chain stores and public utilities in the 
appliance business, and now they begin 
to see hopeful prospects of a general 
return of the individual business man 
as the dominating influence, and this 
feeling is having its effect in all lines 
of independent retailing, and espe- 
cially here in the Middle West with 
its Oklahoma and Kansas anti-utilities 
laws, with a Nebraska law that makes 
municipal ownership of electric facili- 
ties possible by the issuance of pledge 
warrants, and with the Fair Merchan- 
dising Association in Missouri ready 
to go to bat on the utilities question 
before the State’s electorate in 1932. 


stepped up noticeably. Louse, rose bug 
and other flower-destroying _ insect- 
killing powders and liquids also are 
enjoying liberal distribution. The wet 
weather also has speeded up sales of 
roofing papers and kindred merchan- 
dise. 


SUMMER HOME NEEDS 


The opening of summer places at 
seashore and country has created a 
keener call for many items needed 
about such homes. Clam diggers, oars, 
rope, etc., are moving more freely. As 
a matter of fact, the character of buy- 
ing is commonly termed “healthy.” 


BUYING SENTIMENT 


Encouraging reports come from 
other retail channels. There unques- 
tionably is a better general buying 
sentiment, in New England at least. 
People who are employed appear to 
have lost some of their uncertainty 
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regarding the future. There are, of 
course, many out of work or employed 
on part time. The former are natu- 
rally buying everything sparingly. The 
latter have in most instances adjusted 
their plan of living, having found they 
can get along and still have a little 
cash left over at the end of each week 
and therefore buying hardware store 
merchandise, clothing, shoes, etc., in 
greater proportion than they did two or 
three months ago. 


EMPLOYMENT CONDITIONS 


Taking New England collectively, 
employment conditions are better than 
they were a month ago, and decidedly 
better than they were on Jan. 1 last. 
This improvement, to a large degree, 
can be ascribed to improved industrial 


CHICAGO 


(Chicago office of HARDWARE AGE) 
Cuicaco, June 23. 


HERE seems apparent in hard- 
ware circles a feeling of in- 
creasingly better adjustment to 
existing conditions, more serenity of 
confidence that the worst has been 
weathered, and that the remaining 
problems to come can be bested. The 
average of business affairs is certainly 
no worse, and frequent flashes of im- 
provement help in maintaining a better 
mercantile morale. Woolworth an- 
nounces a 71% per cent increase for 
the first week of June over the same 
1930 week. The Chicago Association 
of Commerce reports last week’s gen- 
eral wholesale activity about equal to 
the same period a year ago, both in 
number of out-of-town buyers and size 
of their orders. The dollar volume, due 
to reduced prices, is a little short of 
1930. Farm news, while somewhat 
mixed, continues generally good. Con- 
tinued dryness west of the Dakotas 
contrasts with abundant or sufficient 
recent rainfalls in the Upper Central 
States; in fact, throughout the country, 
except the South. 


BUILDING PROJECTS 


May showed further recession in 
country-wide building permit values, 
with a hopeful sign in the large volume 
of public works started and contem- 
plated. Chicago and many other cities 
report improved demand and activity 
in the building of small or medium- 
priced homes. A typical news item is 
that shipments of cement this May were 
about 17 per cent under May, 1930. 


FREIGHT RATES 


The railroads claim to need, and 
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conditions in Connecticut, where for a 
rather extended period industry was 
depressed. Last month man hours in 
that State increased 5 per cent, and 
the average work week 2.73 hours per 
week. 


BUILDING OUTLOOK 


Statistics compiled by various organ- 
izations relating to construction work 
are rather misleading. Most of these 
statistics show construction work in 
New England as holding up well and 
gaining in volume. But they largely 
concern road building, bridge building 
and other activities that have no direct 
bearing on the hardware trade. Con- 
struction that involves builders’ hard- 
ware is far below the average for the 
past five years. 





Morale Shows Improvement 
Farm Prospects Fairly Bright 


are applying unitedly for, a 15 per 
cent increase in all freight rates. It 
is not stated that reduced tonnage ac- 
counts for unprofitable operation, but 
in this respect the roads are no dif- 
ferent from other industries. South- 
western roads have been given I. C.C. 
approval for optional reduction, up to 
25 per cent, in rates on refined petro- 
leum products where pipe line and 
tank truck competition necessitate—a 
very interesting precedent. 


NEW GOODS—LOWER PRICED 


Some retailers pass up new goods 
and try to sell their old merchandise 
at old prices; possibly some whole- 
salers make the same mistake. Yet 
the longer out-of-date goods are kept, 
the harder they are to sell and the 
less they are worth. New goods and 
the new lower pricing do stimulate 
trade. Many manufacturers are today 
producing less expensive merchandise. 
Jobbers and dealers should be putting 
this merchandise in the hands of the 
users just as fast as it is available. 
If retailers will advertise new prices 
and show prominent price cards in 
their windows proving their reductions, 
the sooner the “buying strike” will be 
broken and the sooner conditions may 
approach normal. 


WAREHOUSE STEEL PRICES 


On June 15, jobbing warehouse 
prices here were reduced 25c. per 100 
lb. on galvanized sheet steel to $4.10 
base, 24 gage; 25c. on black sheets to 
$3.55 base, and 15c. on mild bar steel, 
rounds, squares or flats, to $2.75 base. 
An extra of 50c. cwt. is charged on 
orders under 400 lb. and a concession 
of 25c. cwt. is granted on 3500 lb. or 





FEW PRICE CHANGES 


Another week passed with very few 


price changes of importance. They 
being the vacation period, manufac- 
turers evidently are taking a price 
changing rest. Further slight conces- 
sions in latches are noted, but other- 
wise no changes made recently are 
sufficiently important to warrant spe- 
cial mention. 


CORRECTION 


In the Boston report which appeared 
in last week’s issue, it was incorrectly 
stated that a New England manufac- 
turer of files had advised the trade that 
it guarantees prices against declines 
until Jan. 1 next. The price guarantee 
of this manufacturer covers the third 
quarter expiring on Sept. 30. 


over. This resale price adjustment has 
been expected, and probably some buy- 
ing has been deferred awaiting the 
change. Better ordering is therefore 
confidently expected. 


RADIO SETS LOWER 


There have been marked reductions 
in the list prices of most radio sets: 
4-tube mantel type sets running as 
low as $25.00 with tubes, 5-tube sets 
as low as $40.00, 7 and 8-tube sets as 
low as $60.00, all with the usual dis- 
counts to the trade. 


WHEEL GOODS 

Manufacturers have greatly im- 
proved their 1931 lines, giving larger 
sizes and better equipment, such as 
steel handles in place of good, for 
which they are not making any extra 
charge—in effect, a reduction in price 
by means of the added features. 


OTHER ACTIVE LINES 


The demand for camping equipment 
is quite brisk, and it seems evident that 
many tourists ‘tntend to use camp 
stoves and tents this season instead of 
putting up at hotels. A growing all- 
year hardware demand is apparent for 
toy items that are popular in price. 
The manufacturers are making im- 
provements without any advance in 
price. While the “miniature golf” 
craze is not as active as last season, 
there is an added interest in the “stop 
and sock” courses and in the regular 
game at constantly more numerous 
private and public links. Dealers are 
enjoying increased business in all kinds 
of golf goods, with prices now to fit 


all purses. 
OIL CLOTH 
Table and shelf oil cloths are re- 
duced about 10 per cent, due to de- 
clines in the cost of fabrics. The de- 
mand for these lines is reported very 
fair. 
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} THE ONLY SHOT THAT COUNTS !S THE SHOT THAT HITS 















THIS WILL HELP YOU 
MAKE MORE MONEY 


portunity to apply creative salesmanship to 
cutlery than to almost any other hardware 
line. 


I feel this so strongly that I’ve written a 
booklet about it. It’s called “Brains and 
Pains.” It is based on my own long experi- 
ence in selling cutlery, and I believe it con- 
tains points that will. be helpful to others 
who sell cutlery either for jobbing houses 
or behind the counter in retail stores. 


“Brains and Pains’’ is yours for the asking. 
We'll gladly supply retailers and jobbers 
with enough copies for all their salesmen. 


Remington cutlery has only been in the 
market for ten years, but it is already the 
greatest selling cutlery line in the world. 
The first class retail hardware dealer in town 
is expected by the community to sell first 





The Greatest Value Ever Offered— 
The Remington Standard American 
Dollar Pocket Knife 


Cutlery is a line that has always appealed to 
me. I have often felt that there is more op- 


















Write for 
copies of this 
booklet 


class cutlery, and if he does not he is failing 
in his obligations to that community and he 
is bringing discredit upon the retail hard- 
ware dealers in general. Let the mail order 
houses, the chain stores, the department 
stores sell their cheap stuff, but the retail 
hardware store should stand out in the com- 
munity as a place where a consumer can 
buy first quality goods at reasonable prices. 


President 


REMINGTON ARMS COMPANY, Ince. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, Digby 4-2300 


Manufacturers of Arms, Ammunition, Cutlery, and Cash Registers 


© 1931 R.A.Co. 
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PRICE REVISIONS 


A manufacturers’ price war has 
brought recent fire extinguisher reduc- 
tions. Competition continues severe, 
with no large demand to justify the 
extreme pricing. There has been a 
reduction of about 20 per cent on 
aluminum levels and 10 per cent to 15 
per cent on most wood levels. Follow- 
ing the adoption of new list prices 
July 1, 1930, with a heavy advance in 
price, the manufacturers have now es- 
tablished new and lower discounts 


CLEVELAND 


(Cleveland office of HARDWARE AGE) 
CLEVELAND, June 23. 


ONDITIONS in the hardware 
trade look a little brighter. 


Sales so far in June have been 
about equal to those during May, al- 
though May with the activity resulting 
from buying of spring merchandise is 
usually a better month than June. 
While business in previous months this 
year has been well behind the corre- 
sponding month last year, June volume 
has been almost as good as during 
June a year ago. Garden hose is still 
in fair demand and lawn sprinklers 
are moving well. Business in lawn 
mowers is about over for the season. 
Scythes, scythe stones and snaths are 
active items. Demand for insecticides 
continues heavy. 


SCREEN GOODS 


Screen doors and windows are now 
moving fairly well. Jobbers report that 
the demand now is largely for 16-mesh 
screens as users demand screens of 
fine enough mesh to keep out gnats. 


NEW 


New York, June 23. 

A HE current demand for hardware 
continues to be fairly well main- 
tained at the levels that have 

prevailed for the past six weeks. While 

wholesale volume compares favorably 

with the corresponding period of a 

year ago, sales, from a dollar stand- 

point, in most instances are smaller 

than during the like period of 1930. 

In view of general conditions, busi- 

ness so far this year has been as good 

as could be expected, and much better 
than in many other lines of retail trade. 

Some lines, steel goods as one example, 

have been moving exceptionally well. 

This and the brisk demand that exists 

for similar types of merchandise is 
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which about reinstate the net values 
ruling before last year’s rise. 


HARNESS ITEMS 


With the increased use of horses 
this year for economy by the farmer, 
there is a good demand for repairs for 
harness and sweat pads. 


ANIMAL CLIPPERS 


A first-class electric clipper, fully 
warranted for one year, can now be 
purchased by the farmer at a price 
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STAPLE GOODS 


While there is some activity in steel 
and prepared roofing, it is less than 
normal this year. Nails and wire are 
rather quiet. Nail prices are holding 
to recent quotations of $2.25 per keg 
for warehouse shipment and $1.90 per 
keg for car lots for nail shipment. 


OTHER ACTIVE LINES 


Orders for tires and tubes are heavy 
and the trade expects that demand for 
these will continue good for some time. 
Fishing tackle and golf balls are 
moving in very satisfactory volume. 
Gas ranges are selling well for early 
needs, although retailers are not buying 
for future delivery. A 5 per cent 
reduction on the better grades of gas 
ranges was made recently. 


PRICE REVISIONS 


Not many price changes on im- 
portant items have been made recently. 
Sash cord has declined 3 cents per lb. 
Jobbers now quote this at 48c. per lb. 


YORK 


attributed to the fact that many home 
owners having spare time on their 
hands are raising a garden or follow- 
ing some similar pursuit which pro- 
vides work for idle hands and at the 
same time results in reducing living 
costs. While seasonal merchandise is 
in best demand at the present time, the 
volume of staple merchandise moving 
out to dealers indicates that small 
stocks requiring frequent replenishment 
continue to be the rule. 


GENERAL SENTIMENT 


Sentiment regarding the future has 
recently taken on a somewhat brighter 
tone, as the result of minor improve- 
ments in some basic factors. It is 
also the opinion of the trade that the 





Sales 
Price 





within his reach. There is now being 
offered a clipper which clips cows, 


This has 


horses, mules and dogs. 
proved a good seller. 


FLY NETS, ETC. 


Increased moisture and the turn to 
warmer weather mean a big crop of 
mosquitoes and flies. As a result, horse 
covers and fly nets have been moving 
out freely for the last week. These 
are the days for keeping up a stock 
of “fly-time” sellers. 


Conditions Brighten 
Some Price Changes 


for Silver Lake, 50c. per lb. for Samp- 
son and 23c per lb. for competition 
grades. Makers of coil chain have re- 
vised their price lists, putting in effect 
a uniform discount to jobbers and at 
the same time have reduced prices 
about 10 per cent on all sizes. Linseed 
oil has advanced 3c. per gal. Manu- 
facturers of nails and wire, bolts, nuts 
and rivets have announced that present 
prices will prevail through the third 
quarter. 


GENERAL CONDITIONS 


The credit situation is being closely 
watched by jobbers. While collections 
are no worse than they have been, they 
are still unsatisfactory. Industrial con- 
ditions in this territory do not show 
much change this month, although there 
has been a slowing down in steel plant 
operations due largely to a curtailment 
of production by the automotive indus- 
try, and some of the metal-working 
plants that cater to that industry are 
not as busy as a few weeks ago. 


Fairly Satisfactory 
Revisions Effective 


general public has become less alarmed 
over the outlook, with the result that 
those who have money to spend are 
buying articles they have really needed 
for some time. 


PRICE REVISIONS, ETC. 


Prices on most hardware products 
are fairly steady and recent changes, 
in the main, have been unimportant. 
Prices on night latches and padlocks 
have been substantially reduced by one 
of the leading manufacturers. On 
many staple lines price concessions are 
being rather freely extended in an ef- 
fort to secure business which does not 
seem to exist regardless of price. 
Most raw materials are at record low 
levels at the present time. With the 
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EMEMBER those cold, raw 

summer vacation days of past 
years? Plenty of them, too—wasn’t 
there? 
@ Remember, also, how miserably 
chilly and damp a vacation place 
could be? . . . when the weather 
said, *“*Stay indoors!”’ For few have 
adequate means for effective extra 
heating; and in most of them 


AND DURING THE FALL!. WELL, YOUR HEATER 


BUSINESS HAS #€Ver BEEN LIKE IT WILLBE.. then! 
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Miller-Somes 


SAFETY ELECTRIC 
COMFORT HEATER 





Neg of extra heat 


THAT IS SELLING 


right now!... 


**quick’’ heat at its best is only 
makeshift—unsafe and unhealthy. 


® You, like other vacatiqnists, now 
as in the past would be willing to 
give anything—especially if there 
are children or small babies around 
—for effective, handy extra heat; 
instant, inexpensive usable heat; 
the kind that is thoroughly com- 
fortable, satisfactory, and safe... 
and from a heater that is good to 
look at, too. 
And, NOW ... here it is! 


@ The Miller-Somes Safety Electric 
Comfort Heater—a new kind of heat 
—is just the heater, and the only 
heater, that can be sold right now 
during the summer, to this ready, 
natural market. Nearly every resort 
owner admits an absolute need for 
this kind of heat. They want it, 
need it! 

And... every cottage and colony, 
every tourist camp, every bungalow 
and mountain lodge—every vaca- 
tionist!—is a logical prospect .. . 
eager to listen, and easy to sell. 

You can now provide controlled 
extra heat, too... with a Mercoid 
Thermostat keeping the room at 
any desired temperature, and pre- 
venting excess use of current. Here 
is .a convenience everyone knows 
about, and wants... a feature that 
is easily sold. 


@ Theretail price is low—very low— 
for a product that is designed and 
made to appeal, to satisfy... to sell 
—and at a very handsome profit! 
Investigate !... wire or write for de- 
tailed information and literature. 


MILLER-SOMES, INCORPORATED 
(For 10 years C. M. S., Inc.) Tarrytown, N. Y. 
369 Lexington Avenue - New York 


Miller-Somes’ heating element is a wide, 
flat ribbon of Nichrome metal, permanently 
mounted on rigid, moulded electrobestos 
insulators. It delivers all the heat you want, 
but it does not glow! No heat is lost. No 
moving parts, no servicing! It is based upon 
a different principle; proved by years of 
heavy-duty industrial work to be rugged, 
effective, economical . . . and safe! 


EVERY VACATION PLACE AND EVERY VACATIONIST NEEDS THIS NEW KIND OF HEAT...NOW 
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| Home Canning Takes an Up-turn 
| HUNDRED million dollars is the estimated value 
| 
| 
















of the home-canned products that will be put up 
this year. 

Housewives everywhere are taking advantage of the low 
prices for fruit and sugar and are putting up their own 
preserves, jellies and sauce. 

A real or fancied need for economy is forcing many 
women to do their own canning who haven’t done it for 
years. 

New equipment will be needed—lots of it—and aggres- 
sive hardware dealers will profit accordingly. 

Interesting window displays like the one illustrated 
of preserving equipment will bring women buyers into 
your store to buy preserving kettles, cold pack can- 
ners, dish pans, colanders, ladles, funnels and jars. Your 
stock of roasters and whole meal cookers will move faster, 
too, if you push the cold pack canning idea. 
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of livability in all price 
ranges, are found equipt 
with GRIFFIN Hinges and 
Butts. The GRIFFIN Line includes items to meet every 


| Consumers always look at displays containing merchan- 
| dise that is foreign to the store. With plenty of crushed 

paper in the bottom, little fruit will be needed. Many 
-- the name of GRIFFIN since 1899. | hardware men make arrangements with a neighboring 
grocer to keep the display fresh, acknowledging the cour- 


| tesy with a small display card. It helps the grocer’s 
| business, too. 
. Back up the window display with a well-arranged ex- 
_ hibit of canning needs inside the store. Many a sale is 
lost because the merchandise isn’t handy or inviting after 
an ufacturing Chmpany | the window display has brought the customer in. 


And don’t forget the price cards. “The price is always 


Hinge requirement throughout the home and the garage | For your display, “fill” preserving kettles with fruit. 
as well. » Each embodies the skill, precision, finish and 


ability to give lasting service, which has characterized 





ERIE, PENNSYLVANIA | a part of the story” and in these days is a mighty impor- 
MANUFACTURERS 


tant part. “The dealer must think his price is too high,” 

is what the shopper is likely to think when she sees the 

Branch Offices:- ene , PP y : h 

mew YORK: 45 Manes 8 BOSTON: 113 Puncnase ST. price tags carefully turned wrong side out, even thoug 
CHICAGO: 555 W. RANDOLPH St. | SAN FRANCISCO: 703 Marker St. _ the price may be very low. 
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_Hardware Designs for New Waldorf 


Forty-two special designs of hardware were fabricated 
for the new Waldorf-Astoria Hotel, New York City, by 
Russell & Erwin Mfg. Co., New Britain, Conn. Probably 
the largest order of builders’ hardware ever sold; every 
piece has a base metal of bronze, brass or nickel, with a 





variety of finishes running from regular bronze and brass | 


to dull chromium plated, bright chromium plated, spe- 








cial metal, silver plating and twenty-two carat gold plating. | 


This new hotel, the successor of the old Waldorf, with | 


its rich traditions as the stopping place of international 
celebrities, should inspire hardware men as a monument 
also to the skill and fine art possible in builders’ hard- 
ware. It should stimulate the desire to seek sales on the 
better grade of hardware, which carries with it a better 
profit opportunity. To quote I. Black, general manager 
of Russell & Erwin Mfg. Co.: “A retail hardware dealer 
cannot make money selling cheap steel-plated sets, neither 
can he do a good job for himself or a good job of service 
to the customer to whom he sells. That customer is al- 
ways willing to buy the better grade if it is properly pre- 
sented to him.” 


The Westinghouse © 
Columette Radio 


The Columette, a 
compact radio re- 
ceiving set, 181% 
in. and less than 1 
ft. square, is of- 
fered by the West- 
inghouse Electric 
& Mfg. Co., Mans- 
field, Ohio. It is 
an 8-tube super- 
heterodyne model 
using two expo- 
nential tubes for 
reducing “back- 
ground cross 
talk.” Speaker is 
of full sized dy- 
namic type. Tone 
control allows 
modification to 
suit user. Local-distance control switch has been eliminated 
by use of exponential tube. Cabinet of the Columette is 
finished in two-tone American walnut and is built through- 
out in natural woods. List price is $69.50, with tubes. 
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Lifting, 
the load 


with a 


Baltzly Truck 


One pull of the handle lifts the load. A re- 
frigerator or stove may be moved in to the 
Show Room with ease. Heavy crates and 
boxes are light for one man when he uses 


the Baltzly Truck. 


Time, labor and energy are saved by the 
use of this light and efficient little lifter. It 
will pay for itself in a few days. Every 
Hardware store should have one. The most 
valuable asset on your pay roll, the lowest 
wage earner in your store. 


Furniture stores, Gas Companies, Electric 
offices, Factories and store houses will use 
Baltzly Lift Trucks to move refrigerators, 
stoves and heavy crates. Take advantage 
of the sales opportunity in your city and 
handle these valuable assets to your busi- 
ness. 







The Lowest Price 
Truck of its kind 
on the Market 






ARCADE MANUFACTURING CO. 
FREEPORT, ILLINOIS 
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LEPAGE’S 
Waterproof 


GLUE 


Nationally Advertised 


Good 
Seller 





Several Sizes 
10c. size 
8 oz. 
16 oz. 
5 lb. bags 


10 Ib. bags 


A Real Moisture 
Resisting Adhesive 





10c. size 


Here’s a comparatively new type 
of glue—and it is guaranteed to 
withstand the action of mois- 
ture, humidity, extreme heat 
and climatic changes. 


For high grade work such as 
wood-jointing, veneering on 
furniture, cabinets and pianos. 


Easily mixed — no heating — 
great strength—clean to use— 
and economical. 


For the dealer that is in touch 
with his trade, here is a glue 
you can recommend with abso- 
lute assurance of satisfactory 
results. Just suggest it to some 
of your special customers that 
“putter” around in their home 
workshops. Tell them it can be 
mixed with cold water. They'll 
thank you for it! Then watch 
it sell. Get a few dozen for 
stock, now. 


Russia Cement Co. 
Gloucester, Mass. 




















This Hardware Store Attracts Women 
(Continued from page 27) 


tracted by the special wares dis- 
played in the gift department. 
In china ware, several dif- 
ferent grades are carried, includ- 
ing English porcelain and do- 
mestic ware. High grade glass- 
ware is a very active line. Rose 
tinted glassware is enjoying the 
greatest popularity, while green 
tinted is next in favor. Black 
crystal glassware, in both lunch 
sets and odd pieces, is currently 
enjoying a brisk demand. 


Pottery Makes Attractive 
Gift Items 


Both hand-turned and factory- 
made pottery, in many shapes 
and colors, has a ready sale for 
gift as well as mere utilitarian 
household purposes. Nearly 
every home can find a place for 
a colorful and decorative piece 
of pottery, and this is no doubt 
responsible for the healthy de- 
mand which prevails. Large pot- 
tery jugs and urns, suitable for 
gardens, porches and doorways, 
are especially active at this sea- 
son of the year, while the trend 
is toward smaller pieces, such as 
vases, during the winter months. 

In stressing the fact that most 
merchandise of this type is not 
as competitive as some staple 
articles, Mr. Lilley pointed out 
a large pottery garden jug upon 
which his selling price was $8, 
and at that figure providing bet- 
ter than the usual margin. The 
identical job, he said, is being 
offered by a large department 
store in a nearby city for $15. 
Price, apparently, is a minor 
consideration with persons who 
are prospects for articles of this 
particular type. In contrast. how- 
ever, although the store carries a 
small stock of high grade pewter 
ware, department stores, by 


using the line as a loss leader to 
attract trade, have made it almost 
impossible to profitably handle 
pewter ware. 

Greeting cards have been quite 
profitable. Other lines carried in 
the gift department are _per- 
fumes, ¢osmetics, bath salts, sta- 
tionery, wall plaques, trays, 
waste paper baskets, high grade 
artificial flowers, and many gift 
novelties. Most of the gift goods 
is selected from samples dis- 
played by distributors and manu- 
facturers at the New York and 
Philadelphia gift shows. 


Wash Days at the Pole 


Cleanliness, in the life of a deep sea 
sailor, is a cardinal virtue, and this fact 
prompted Sir Hubert Wilkins, com- 
mander of the submarine Nautilus, to 
provide his crew with adequate facili- 
ties for cleanliness as the sturdy under- 
sea craft gropes its perilous way toward 
the North Pole. 

While the daily bucket bath will 
doubtless remain part of the seagoing 
routine, the rubbing and scrubbing of 
clothes by hand has been eliminated 
through the installation of a General 
Electric washer. This convenient unit 
of the ship’s equipment will enable 
the men to maintain their dungarees 
in the spotless blue-white color so 
popular with sailors. 
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The Net Result of Price Cutting 


ROMPTED by a short item 
in a recent issue of Harp- 
WARE AGE which gave 
some figures on the increased re- 
tail sales volume required to off- 
set a price-cut, J. E. Winter, 
president, Winter Brothers Co.., 
Wrentham, Mass., prepared this 
interesting tabulation on the sub- 
ject. In connection with these 
figures Mr. Winter comments: 
“It is evident that the result 
of a cut cannot be definitely 
specified in figures unless the 
profit at the prices before the cut 
are taken into consideration. 
Reference is made to the in- 
required to 


creased volume 


maintain profit. The word vol- 
ume is likely to be considered as 
applying to goods, while your 
figures, if based on a former 
profit of 25 per cent, represents 
the increase in money values of 
sales, while the volume of goods 
sold at lower prices must be in- 
creased much more than the 
same per cent as the money val- 
ues. This is a very important 
item to consider when analyzing 


the results of price cuts.” 


ProFits FIGURED ON SELLING 


PRICES 
When profit has been 15%: 
Profit 
Reduction: Reduced To: 
a% 10.52% 
14% 7.83% 
10% 5.55% 


Increase necessary to maintain 
earnings: 
Volume 


of Goods Sold 
Must Increase: 


Money 
Value of Sales 
Must Increase: 


42.6% 50% 
91.5% 100% 
170.2% 200% 
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When profit has been 20%: 


Profit 
Reduction : Reduced To: 
5% 15.7% 
1hH% 13.5% 
10% 11.1% 
12146% 8.57% 
15% 5.88% 
Increase necessary to maintain 
earnings: 
Value of Sales of devas Sold 
Must Increase: Must Increase : 
27.4% 33 1/3% 
48.1% 60% 
80.1% 100% 
133.3% 166 2/3% 
239.7% 300% 
When profit has been 25%: 
Profit 
Reduction: Reduced To: 
5% 21.05% 
14% 18.8% 
10% 16.44% 
1214% 14.29% 
15% 11.76% 
20% 6.25% 
Increase necessary to maintain 
earnings: 
Money Volume 


of Goods Sold 


Value of Sales 
Must Increase: 


Must Increase: 


18.76% 25% 

- 32.97% 42.8% 
52.06% 66 2/3% 
75.4% 100% 
112.2% 150% 
300% 400% 

When profit has been 30%: 
Reduction: Reduced To ; 
5% 26.31% 
14% 24.32% 
10% 22.22% 
1214% 20% 
15% 17.64% 
20% 12.5% 
Increase necessary to maintain 
earnings: 
Money Volume 


of Goods Sold 
Must Increase: 


Value of Sales 
Must Increase : 


14.03% 20% 
23.35% 37.77% 
35.01% 50% 
50% 71.4% 
70% 100% 
140% 200% 


| 














ount the 
SALESMEN 
in this store 








Berloy Steel Display Fixtures conserve 
space, save clerks’ time, build volume 
sales and increase your profit. 


Avo all that's missing in 
the illustration above is 
a cash register and someone 
to wrap up the sale. BERLOY 
Steel Display Fixtures present 
stock most attractively, answer 
questions as tosizes, prices, etc. 
and suggest additional items 
for purchase. 


Ask your Jobber about BERLOY 
displaytables, stands, counters, 
shelves and cabinets and how 
satisfactorily they meet every 
need of the modern hardware 
store. 


The coupon below brings a 
new, extremely helpful booklet 
on modern store arrangement. 
Send for it.. 





THE BERGER MANUFACTURING COMPANY 
Division of 
Republic Steel Corporation 
CANTON, OHIO 


Please send illustrated booklet Steel Merchandis- 
ing Equipment for Hardware Stores.” 
































Standard **Royal Queen’? (No. 
1134). Exceptional value in a low 
priced range. 








Will you 
say “Yes” 
to her? 


When she comes into your store 
and asks if you sell electric 
ranges will you say ‘‘Yes!’’—or 
need it be ‘*No?”’ 


Will you be able to meet her 
demand for modern cooking 
equipment? 


Or will you have to see her leave 
to complete her purchase some- 
where else? 


The woman who comes to your 
store has a right to expect that 
your stove department will in- 
clude electric ranges. 


The fact that you are not an 
electrical dealer has nothing to 
do with the case. 


Simplified servicing now per- 
mits the hardware merchant to 
sell electric ranges with com- 
plete assurance and satisfac- 
tion—as many hardware mer- 
chants already know. 


‘*What is a Hardware Dealer?” 
is the title of a booklet that dis- 
cusses this question frankly. 
Ask us to send you a copy—and 
a copy of the new catalogue of 
Standard Electric Ranges. 


The 
Standard Electric Stove 
Company 
Toledo, Ohio 








STANDARD 
ELECTRIC 
RANGES 
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Stressing the Importance of the 
Salability of Goods 


By JOSEPH A. CHILTON 
Sales Manager, C. M. MeClung & Co., Knoxville, Tenn. 


O my mind, inventory is more 
f pete than price. I mean 

that the salability of goods is of 
more importance than an extra 5 per 
cent in cost. If you take 25 retail 
hardware stores carrying the same 
amount of stock you will not find a 
variation of 5 per cent in the cost of 
their goods between the closest buyer 
and the most careless buyer. On the 
other hand, if you will size up their 
stocks on the salability of the goods 
you will frequently find a variation 
of 25 per cent. Dead stock is dead 
stock and when it is forced it fre- 
quently will not bring 50 cents on 
the dollar. When a firm is 
liquidated it is not the goods for 
which this extra 5 per cent may have 
been paid that hurts but the goods 
that were dead so far as any con- 
sumer demand was concerned. 

One-fourth of all capital invested 
in merchandise in the United States 
is tied up in extra-small sizes and 
extra-large sizes. The business of the 
country is practically done on me- 
dium sizes of everything. . . . How 
does this apply to the jobber? Let 
me tell you. The country is flooded 
with specialty salesmen traveling for 
manufacturers. When a_ retailer 
buys direct from a manufacturer he 
almost invariably in order to make 
a shipment buys more goods than he 
needs. He overstocks. He stops 
turnover. He ties up his capital. 
But what is worse than this, if he 
makes a mistake and buys the wrong 
kinds of goods he buys entirely too 
many of them. On the other hand, 
if the retailer is buying from the 
jobber, and takes a flyer on some new 
item, he can buy in small quantities, 
he hasn’t stocked too heavy and isn’t 
hurt. 

Bradstreet and Dun, in giving 
causes for failure, have never said 
that any merchant failed by reason 
of paying too much for his goods. 
Inefficiency is the chief cause, and in- 
efficiency displays itself in not buy- 
ing the right kind of salable goods. 
. . « Of course I do not mean that 
the retailer should not watch his 
prices, but when it comes to the rela- 





tive importance of watching prices 
and inventory, I believe every time 
the retailer should watch inventory. 

(Extracts from an address before re- 


cent Southeastern Retail Hardware and 
Implement Association at Atlanta, Ga.) 





Survey Reveals Huge Market 
For Preserving Equipment 


A recent survey of a representative 
cross section of American housewives 
shows that 75 per cent of the women 
in this country still put up jams and 
jellies in their homes, according to 
Trends and Indications. 

The breakdown of the figures re- 
veals that 88 per cent of women on 
farms put up jams and jellies, 78 per 
cent of women in small villages do 
their own work of this type, while 45 
per cent of the women in larger cities 
also make their own preserves. 

The Home Economics Division of 
the Department of Agriculture re- 
cently predicted a revival of the home 
canning vogue, which reached new 
heights during the war. The conten- 
tion is based upon the belief that many 
housewives will use this as one means 
to effect household economies. 

Due to the reasons here outlined, 
the hardware trade may well feature 
canning and preserving equipment 
more prominently than ever before 
during the current season. 











May Department Store 
Sales Showed 6% 
Decrease from April 


Department store sales during May 
showed a 6 per cent decrease from 
April, according to preliminary figures 
from 540 stores in 234 cities, announced 
by the Federal Reserve Board. 

The Board’s index, which makes 
allowance both for the number of 
business days and for the usual sea- 
sonal changes was 95 per cent in May, 
on the basis of the 1923-25 average of 
100, compared with 106 in April and 
97 per cent in March. 

“In comparison with a year ago the 
value of sales for May, according to 
the preliminary figures, was 14 per 
cent smaller, and the aggregate for the 
first five months of the year was 9 per 
cent smaller,” the Board said. 
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TURNOVER and MARGIN 


Editor’s Note: “Better Busi- 
ness” is the title of a pamphlet 
issued semi-monthly by the Bu- 
reau of Business and Govern- 
ment Research, of the University 
of Colorado. This article, en- 
titled “Turnover and Margin,” 
appeared in its issue of May 15. 
It reveals the attention which 
universities are giving to busi- 
ness matters, and reflects a view- 
point of importance to retail 
merchants. The article reads in 
part as follows: 


TURNOVER AND MARGIN 


The costs of conducting -a retail 
establishment can be divided into 
two groups: selling costs and carry- 
ing costs. Retailers should think of 
their costs in this way because of the 
fundamental difference between them. 

Selling costs consist of those ele- 
ments of expense which result from 
the sale-of merchandise. They may 
vary between different retail lines 
and between different stores of the 
same line, for they are dependent 
upon effort and service rendered. 
Within any particular store, total 
selling expense will increase or de- 
crease as sales increase or decrease. 

Carrying costs arise from the 
function of storing the merchandise 
from the time it is purchased from 
the wholesaler until sold to the con- 
sumer. They include such items as 
interest, rent, light, heat, insurance, 
taxes, depreciation, and that propor- 
tion of salaries and wages devoted to 
storing goods. Carrying costs are 
relatively fixed. If sales are doubled, 
they may remain approximately the 
same. Of course, an establishment 
can be expanded to the point where 
these expenses are increased. But, 
generally speaking, a retailer may 
consider these costs as fixed from 
year to year. If carrying costs are 
$5,000 one year, they will probably 
be about the same the next year. 

Since carrying costs continue the 
same day after day and do not in- 
crease with an increase of sales, it 
follows that an increase in the stock- 
turn will reduce the amount of carry- 
ing charges which must be added to 
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each article of merchandise sold. For 
this reason, we say that mark-up 
should be computed by lines of com- 
modities and that it should be based 
upon the rate of stock-turn of each 
commodity. If one commodity has a 
stock-turn of six times a year, it re- 
mains in stock two months. If an- 
other commodity has a stock-turn of 
three times a year, it remains in stock 
four months. This second commod- 
ity should, therefore, have a_per- 
centage of mark-up for covering car- 
rying costs twice as much as the 
former. 

This theory that a profit can be 
made on a commodity even though its 
margin is less than the average mar- 
gin necessary to take care of carry- 
ing costs, selling costs and profit is 
verified by the Louisville Grocery 
Survey. 

The Louisville Grocery Survey 
made an intensive study of twenty- 
six grocery stores in Louisville, Ken- 
tucky. It shows that in these twenty- 
six stores, sugar sales constitute on 
the average 1.9 per cent of total 
sales; the percentage varying from 
1.4 per cent to 4.1 per cent. Sugar 
accounted for 1.2 per cent of the total 
inventory of these twenty-six stores. 
The annual stock turn on sugar va- 
ried from 13.9 times to 78.4 times 
and averaged 33.2 times per year. 
Other groceries, not including perish- 
ables, had an average stock-turn of 
seven times a year. On account of 
this large turnover, the ratio of ope- 
rating expense to sales for sugar 
amounted to 12.8 per cent and for 
other groceries to 18.1 per cent. Thus 
sugar with a gross margin of only 
22.4 per cent of sales, made a profit | 
of 9.6 per cent and all other groceries 
with a gross margin of 26.4 per cent, 
made a profit of 8.3 per cent of sales. 











This survey also found that sugar 
was a profitable item for 24 out of | 
the 26 stores studied. | 


Radio Operating Cost | 
Estimated at $1 Monthly | 


Operating costs for the average A. | 
C. radio receiver will approximate | 
$1.00 per month in current consump- | 
tion, is the estimate given by en- | 
gineers of the E. T. Cunningham radio | 
tube organization. This estimate, they | 
state, is based upon the average set of | | 
this type having seven or eight tubes | 
and being in use five hours each day. | 





PADLOCKS; 


The 
Most Popular 


and 
Biggest Selling 
High Quality 
Padlocks 


on the Market! 


Sold Exclusively 
Through Legitimate 
Hardware Jobbers 








MASTER LOCK CO. 


World’s Largest Exclusive 
Padlock Manufacturers 


Milwaukee, Wis., U.S. A. 
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PROFIT MAKING 
HARDWARE SPECIALTIES 











KEES CORN HUSKERS 
Meet Demand of 
Farm Trade 


They save the 
wrists from strains, 
protect the hand 
and reduce num- 
ber of motions nec- 
essary to husk 
corn. Made of spe- 





cial quality cold- 
rolled steel; nickel- 
plated and mount- 
ed on heavy leather. Worn with 
or without gloves. Variety of 


patterns to meet demand of all 
farmers. Write for sample and 
catalog. 


F. D. KEES MFG. CO. 


Beatrice, Nebraska 








Speed Up 
the 
Wheels of 
Industry 


Write to your job- 
ber today for any of 
the merchandise ad- 
vertised in these 
pages. Don’t wait 
for the jobber’s 
salesman. You may 


forget. 














70 





NEW CATALOGS 
and Dealers’ Helps 


“Brains and Pains 
Applied to Cutlery” 


Remington Arms Co., Inc., 
New York City, has issued a 
pamphlet, written by Saun- 
ders Norvell, president of the 
company, on the subject, 
“Brains and Pains Applied to Cutlery.” 
The pamphlet, which is available to job- 
bers’ salesmen, tells how to sell himself 
on the Remington cutlery line and then 
sell his prospects. It describes in detail 
the features of Remington knives, blades, 
shears, scissors and general household cut- 
lery items. 

In addition to sales points, the booklet 
gives information as to dealer helps, pric- 
ing, exclusive features and quality. The 
booklet was written to help in the increase 
of cutlery sales. 





Aluminum Industries Issues 
Three Jobber Catalogs 


Aluminum Industries, Inc., Cincinnati, 
Ohio, has issued three catalogs, available 
to wholesale distributers. They are: Per- 
mite alloy parts, Permite semi-steel and 
the Permite diachrome catalogs. They may 
be obtained from Cincinnati or the Dia- 
mond Division at St. Cloud, Minn. 





Russwin Catalog Is Text 
Book on Builders’ Hardware 


Russell & Erwin Mfg. Co., New Britain, 
Conn., has issued catalog volume 16, com- 
piled as a text-book for hardware dealers. 
It is intended for those dealers interested 
in increasing their profits by getting a 
larger percentage of business in builders’ 
hardware lines in their communities. The 
book contains all the necessary informa- 
tion as to terms, orders, shipments, pack- 
ing, cancellations, returned goods and con- 
tract goods. The company states that 
proper use and study of the catalog will 
make a good man a first class builders’ 
hardware man. 

Included in the catalog are design, al- 
phabetical and finish indexes. The cata- 
log points out how a Russwin franchise 
has operated since 1839. Other points 
covered are specification of goods in 
proper manner, Russwin services, building 
up of master-keyed systems and full and 
complete information and suggestions for 
drawing off schedules from architects’ 
drawings and specifications. Typical lock 
schedules as to how to lay out types and 
kinds of buildings from small private 
homes to large buildings of various kinds 
are given. Floor plans are indicated and 





the method of listing a typi- 
cal schedule of hardware, 
floor plans and elevation are 
included in the book, 

Case quantities of goods 
and ordering of stock items 
and weights are plainly indi- 
cated. Locks and component 
parts and lock construction are shown by 
good illustrations. The different terms 
pertaining to different types of locks and 
their grouping according to backset is an- 
other special feature. That the catalog 
may be kept up to date, it is of loose leaf 
construction. 





Payson Catalog Supplement 
Describes Door Trim Lines 


Door trim hardware is described in sup- 
plement No. 3, sections H2 and H2 of hard- 
ware catalog No. 206, issued by The Pay- 
son Mfg. Co., 2920 Jackson Boulevard, Chi- 
cago, Ill. Information is given in the pages 
of this catalog which will permit of entire 
handling by the builders’ hardware con- 
tact man.~ Many new designs and styles 
of modernistic type are shown, offering a 
very wide range of choice in that class of 
material. Items are illustrated and fully 
described in the catalog. 





Wood Shovel Catalog Has 
Photo-Index System 


Shovels, scoops, spades and drainage 
tools made by The Wood Shovel & Tool 
Co., Piqua, Ohio, are shown in catalog 
“D.” One of the features of this catalog 
is the photo-index system, an invention of 
the sales department of the Wood organi- 
zation. With-this index it is merely nec- 
essary to glance through the book to lo- 
cate the type of shovel or tool in which 
you are interested. Most of the illustra- 
tions are flush with the very edge of the 
page. Shovels have, in some instances, a 
black curved line below them showing the 
actual curvature of the blade. Informa- 
tion as to packing practices, terms of sale, 
list prices and the shovel buying chart are 
included in the booklet as well as a page 
devoted to illustrations of labels used. A 
topical index is included in the rear of the 
book. 





Swett Catalog Describes 
Building Specialties 


Bulletin No. 312, issued by A. L. Swett 
Iron Works, Medina, N. Y., illustrates and 
describes building specialties and con- 
tractors’ equipment made by that company. 
Swett products are described as to physical 
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makeup and price. Catalog includes in- 
dustrial and home necessities and con- 
veniences. Many items are illustrated. 





Adams Bros. Mfg. Co. 
Issues Booklets 
Adams Bros. Mfg. Co., Inc., Pittsburgh, 


Pa., has issued three booklets of interest 
to dealers. The first booklet describes 
present conditions in the sale of gas ap- 
pliances and suggests an educational ap- 
peal to use in the sale of such lines. An- 
other booklet, written in “non-technical 
language,” gives information for the gas 
appliance salesman. It is _ entitled 
“Knowledge of Venting Increases Gas 
Heater Sales.” The third booklet outlines 
to merchandisers a new line of household 
specialties and includes the history of gas 
appliance sales in recent years. 





Berger Catalog Describes 
Steel Hardware Fixtures 


The Berger Mfg. Co., Canton, Ohio, has 
issued an attractive catalog showing Ber- 
loy steel merchandising equipment for 
hardware stores. Typical Berloy installa- 
tions in hardware stores are shown, t9- 
gether with diagrams of well laid out 
hardware stores. The merchandising ser- 
vice offered by the Berger company is fully 


described, as well as the different units 
available to hardware dealers. Display 
racks, tables, display panels and bin 
counters are among the pieces of equip- 
ment illustrated. 

Information as to the basic unit, dis- 
play doors, sliding glass doors, glass shelv- 
ing, open sections, plain shelving, display 





tables and the flexibility and finish of Ber- | 


loy equipment is included. 





Western Cartridge 
1931 Fall Display 

This attractive 1931 fall display is 
offered free of charge to dealers by 
Western Cartridge Co., East Alton, 
Ill. It stands 414 ft. wide and meas- 
ures more than 3 ft. high. Display 
is constructed so as to give an unusual 
three dimensional effect, having shoot- 
ing atmosphere and fall color. It is 
so arranged that it may be used to 
full advantage with or without illumi- 
nation. Provision is made for use of 
an electric light in the recessed portion 
which adds greatly to the attention 
value of the display. Flasher button 
may be used to advantage with the 
display. Display is available only to 


Western dealers who write the com- 
pany requesting it. 








Further Declines Reported 
in Raw Steel Production 


The automobile industry is chiefly 
responsible for a further decline in 
raw steel production from 42 to 40 
per cent of capacity, and it will strong- 
ly influence the course of ingot output 
in the next two months. Demand for 
iron and steel from other sources is 
holding fairly constant, suggesting 
that the irreducible minimum of re- 
quirements has been reached, but 
motor car manufacture has been reced- 
ing steadily since the premature con- 
traction of retail sales in May, and 
seems to be headed for a very low 
operating rate in July, with suspen- 
sions such as occurred a year ago a 
possibility. 

These expectations, however, fail to 
take into account the sensitivity of 
motor car demand to changes in gen- 
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eral business sentiment. If the auto- 
mobile trade is justified in the belief 
that the recent stock market decline 
checked its retail sales, the later re- 
covery of securities prices should have 
the opposite effect. 


But regardless of automotive de- | 


velopments the steel industry sees 
nothing that will bring about a revival 
of activity in the next two months 
unless it be the coal strike. So far 
the strike is limited to relatively few 
mines in western Pennsylvania and 
West Virginia, and is not regarded 
seriously. It is interesting to recall, 
however, that a coal strike in the same 
region came at the turning point of 
our last severe depression nine years 
ago, driving up prices of coke, pig 
iron and finished steel. For example, 
furnace coke which was quoted at 
$3.25, Connellsville, at the beginning 
of April rose to $7.50 before mid-year 
was reached. 














Master Workmen 











Regardless what the job—regardless who 
the workman—you may rest assured that 
it will be done more easily, more satisfac- 
torily, when the Pliers are Kleins. “Since 
1857” Klein Pliers have been the standard 
with master workmen and with public 
utilities. They have won their dominant 
position, because they represent the high- 
est in quality—the utmost in service. It 
will pay you to carry Klein Pliers in stock. 
Make a note on your want book and order 
from your: jobber salesman the next time 
he is in. 


Mathias & Sons 
Established 18.57 CT 


3200 BELMONT AVE., CHICAGO 
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WITH SUCTION RUBBERS 


Dispiay signs and other 
objects may be easily at- 
tached to glass or varnish 
surfaces by using Suction 
Rubber Cups that stick. 





Cup %” diam. Cup No. 4886 
with hook. In- 1%” =diam. 
expensive. For Good for hold- 
hanging signs, ing heavy ob- 
ete. jects. 
Cup 1%” diam. Cup No. 4905. 
with nut and Has button for 
bolt. For sure oes arti- 
fastening. cles 
Other om, , %” and 1 %° diam. 
with 3/16” bolt. 





Send for ag = sg Folder and 
Prices. 


The ELASTIC TIP fee wf 


aati ATLANTIC AVE 
BOSTO ASS 


~ 











~- - ~ 














These 


BOTTLE CAPS 
Outsell all others 


KNOWN by consumers all over 
the country for their superior 
sealing efficiency, Crown Cork 
and Seal Bottle Caps consistently 
outsell all other makes. No com- 
plaints—no losses—satisfied cus- 
tomers— profitable repeat busi- 
ness. Let the popularity and known 
value of Pyramid and Home Use 
Brands increase your sales and 
profits on bottle caps. 

Write for our latest booklet— 


“SERVICE” 






HOME USE Brand—provides maximum 
sealing value at low cost. Selected cork— 
uniform quality—accurate count. 


PYRAMID Brand—the extra quality cap 
with the “cushion seal” cork disc. Trade 
marked for your protection. New sales helps. 


CROWN CORK & SEAL CO. 
BALTIMORE, MD. 
World’s Largest Makers of Bottle(aps 


BOTTLE 
CAPS 
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| window lock, said 


| A coin is used as 
| key to lock or un- 


| screws. 


and freely. Coin- 
Lox is made of 
| solid brass and 


| marine uses, etc. 





General “Double Check” 
Laminated Padlock No. 25 


The No. 25 laminated “Double 
Check” padlock, made by Gen- 
eral Lock Corp., Milwaukee, 
Wis., is rust proofed with cad- 
mium plating. It is supplied 
with two embossed corrugated 
keys. There are 18 key changes and padlocks can be supplied 
master keyed or keyed alike at no extra charge. List price 
is 25c. Padlocks contain eleven steel laminations and are 
double riveted inside and out. Each padlock is packaged in 
an individual carton and there are twelve in a counter display 
carton. 








Armstrong 
Vise Posts 


Armstrong portable vise posts are easily 
set and kept in place. The Armstrong 
Mfg. Co., Bridgeport, Conn., states that 
once properly fitted between ceiling or 
beam and the floor it cannot shift, turn or 
become disconnected in any way, thereby 
assuring perfect threading, cutting and 
bending. Only one hand is required to 
lift extension to ceiling. Lock keeps ex- 
tension and post from slipping during 
entire action. One rap unlocks the post, 
which is equipped with a tri-foot, self- 
balancing base and oiler. Tool tray is 
instantly attached or removed. There are 
two series, listing from $19.50 to $33.80, 
according to equipment. Regular equip- 
ment of the No. 81 portable vise post with 
feather-touch lock is universal plate for 
any 21%-in. Standard hinged or 2-in. chain 
vise, tool tray and 34-in. pipe bender. The 
No. 82 listing at $25.30 has the same equipment, but of larger 
dimensions. Chain pipe vises and hinged pipe vises for 
either type vise post are available from the Armstrong com- 


pany. 





The Coin-Lox 
Window Lock 
Coin-Lox 


i a 


to be burglar proof. 


lock inside of win- 
dow. It is applied 
by using four 
Only two 
parts have to be in- 
stalled. When un- 
locked the sash can 
be opened normally 











bronze and has ec- 
centric tooth gear 
movement imping- 
ing into a toothed 
rack with high grade mechanism. Model A, illustrated, lists 
at $1.25 each. Dealer discount is 40 per cent. Other models 
are available for no-sash-cord type windows as well as for 
C. L. Meekins, 61 Whitehall St., New York 
City, offers the Coin-Lox. 
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STRONG 
LIGHT 
SAFE 


LADDERS THAT ARE A 


Berenomel \ 


TRADE MARK 


BE SAFE 
BE SURE 
BUY 
BABCOCK 
SPRUCE 
LADDERS 





AIR DRIED FULL STRENGTH IN 


Write for Our Latest 














PLEASURE 


Booklet and Prices 











TO SELL 














Decorator 


Vietor 


W. W. BABCOCK CO. 


The 





Eastern 








Extension Trestle Painter’s Trestle 


- BATH, N. Y. 








L “\ 


General 
Purpose 








There's Always a 
READY MARKET 


for 
HOUSE FURNISHINGS 


Housefurnishings judi- 
ciously merchandised 
carry a neat profit. This 
steady income acts as a bal- 
ance for seasonable items. 
Furthermore, Housefur- 
nishings play a large part 
in inducing women to pat- 
ronize the neighborhood 
hardware store instead of 
department stores. 

Read the editorial and 
advertising pages of Hard- 
ware Age and keep posted 
on this line. 


Hardware Age 


239 W. 39th St N. Y.C. 





Spring Hinges of Quality 


~-(CHICAGO)— 
SPRING HINGES 


Ghere Is No Substitute for Quality 


That is why the Chicago 
Spring Hinge Company 
by correct design, quality 
Sof materials used and 
@ workmanship aims to 
|W make “Triplex” Lavatory 
Sew}! Door Spring Hinges the 
best on ‘the market. 


: For the same _ reason 
Owners, Architects and 
“ Contractors, who strive 


to build with credit to 
their name or profession, 
select Chicago Spring 
Hinges for buildings which they plan and erect. 
Hardware Dealers will find “Spring Hinges of 
Quality” easier to sell. 


Send for New Catalog No. H47 





Type 2242 


Chicago Spring Hinge Company, 


CHICAGO NEW YORK 


U.S.A. 
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The Cop 
on the 
Corner 


Movement is 
arrested at any 
Desired Point— 
on Doors, 
Hinged Win- 
dows and Tran- 
soms by _ this 





Rixson popular Multi- 

No. 33 Friction ple-Disc Re - 
Stay straining 
Device. ..... 








See the Rixson Catalog in Sweet's 


THE OSCAR C. RIXSON COMPANY 


4450 Carroll Avenue Chicago, II. 
New York Office: 101 Park Ave., N. Y. C. 
Philadelphia Atlanta New Orleans Los Angeles Winnipeg 


You Can Stake Your Reputation On 
















WN 








ost 





Builders’ Hardware 








MAKE EXTRA PROFITS 
with GOTTSCHALK’S 


METAL SPONGE 


“The little sponge that does the big job” 


Display this quick and profit- 
able seller and get your share 
of the business we are creating 
by our national advertising. 


Over five million sold last 


year. 


Gottschalk’s METAL SPONGE 

is endorsed by more than 25,000 
\ clubs and other women’s organ- 
/ izations that have tested it and 
proven its superiority for clean- 
ing and scouring everything. 
Turn this sentiment into sales. 






Send for FREE samples and 
prices TODAY. 


wa, Retails at 10c and 25¢ 
»-== Packed in attractive cartons. 
Metal Sponge Sales Corporation 


John W. Gottschalk, President 
2726 Mascher Street Philadelphia 
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Fox Ranger Cannon 


This cannon is 
operated by spring 
power and will shoot 
six lightweight pel- 
lets at one loading. 
Handy aiming ar- 
rangement _ elevates 
or lowers the can- 
non. Wheels are 
bright red, while 
barrel and cannon are gray. Target and extra balls are 
furnished with cannon. Length overall is 1914 in. and wheel 
diameter is 7 in. Cannons are shipped in cartons of six, 
weighing 24 lb. List price is $2.25. Dealer cost is less one- 
third in quantities of a dozen or less, 40 per cent for larger 
quantities. Fox Co., 47206 N. 18th St., Philadelphia, Pa., is 
the maker. 





Hewitt Automatic 
Two Slice Toaster 


The Hewitt auto- 
matic toaster toasts 
two full sized slices 
of bread or two sand- 
wiches, top and bot- 
tom at the same time. 
No preheating is re- 
quired when using this toaster. Current clicks off when 
toast or sandwiches are brownéd to the shade desired. Glow- 
ing radiant coil type element is said to provide a faster and 
better method of toasting. Crushing and squeezing of the 
bread is avoided. At the back of the toaster is a sliding 
crumb tray, which is easily cleaned. Toaster is of jewel- 
box shape with chromium finish. Type No. 600 measures 
6 x 11 in. and operates at 600 watts. List price is $13.50. 
Hewitt Electric & Mfg. Co., Arlington, Mass., is the maker. 








Alfite Extinguishers 


Alfite fire extinguishers are made in 
two sizes, while the engine is offered 
in one size. Model 15 extinguisher 
and the Alfite engine are illustrated. 
Both the model 71% and 15 extin- 
guishers consist of a steel cylinder 
containing Alfite (carbon dioxide) gas 
under pressure, an operating mecha- 
nism, flexible metallic hose, discharge 
tube. Models 15 and 50 have tempo- 
rary shut-off valves enabling operator 
to conserve the gas while changing 
position at the fire. Engine is equipped 
with wheels, handle and 15 ft. of 
flexible metal hose. Operating valve of these devices is three 
purpose type: for discharging, recharging 
and emergency pressure relief. Valve has 
gold plated copper disc, which seals the 
gas in the cylinder, yet permits prompt, 
positive rupturing when the cutter is de- 
pressed. Model numbers indicate tank 
capacity in pounds. List prices are: 
model 714, $45.00; model 15, $62.50, and 
model 50, $175.00. American-La France 
& Foamite Corporation, Elmira, N. Y., 


is the maker. 
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Universal Automatic 


Waffle Iron E7234 


Universal adjust- 
able automatic waf- 
fle iron No. E7234 
is chromium plated. 
Automatic _—_ waffle 
iron has three ad- 
justments. As iron 
preheats, a red sig- 
nal_ light shines 
through the perfo- 
rations of base. 
When red light goes out, proper baking temperature is 
reached. While waffle is baking, light shines, to go out again 
when waffle has been properly baked. Diameter of grids is 
7% in. while tray diameter is 914 in. Weight in carton is 
8 lb. There are three irons in unit package. Landers, Frary 
& Clark, New Britain, Conn., is the maker. 








Ace Moth Preventive 


Ace Moth Preventive and Deodorant is offered in cakes, 314 
x 3x % in. They are supplied with wire hooks for hanging 
in clothes closets. Five colors are available in the shape of 
the ace of spades, hearts, diamonds or clubs. Dexter Labo- 
ratories, 7629 Fenkell Ave., Detroit, Mich., makes these cakes, 
which list at 25c. per cake. They are also offered to dealers 
in boxes of a dozen. Cakes are also available in cellophane 
sealed containers of four, one of each card suit, for bridge 
prizes, etc. Dealer discount is 50 per cent. 





“Snoopie” Dog 


“Snoopie,” made by the 
American Made Toy Co., 60 
Pennsylvania Ave., Brooklyn, 
N. Y., is a plush mohair dog, 
measuring 9 x 7 in. It is 
packed in individual boxes. 
“Snoopie” is offered in maize 
trimmed with white and white 
trimmed with maize. Dealer 
Suggested retail selling price is $1.00 





cost is $7.20 per doz. 
each. 





Woodworth Dustless 
Ash Can Cover 


The Wood- 
worth dustless 
ash can cover 
will fit all 
standard ash 
cans. To insert 
ashes in can, ~. 
shovel is 
pushed through = 
the swing door. 
When shovel is 
removed, door 
automatically 
closes prevent- ' 
ing the escape ; 
of dust. Woodworth Specialties Co., Binghamton, N. Y., is 
the maker. List price is $2.00. Dealer cost is $1.40 singly 
or $1.25 each for complete carton of ten. 
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A NEW EDLUND 
CAN OPENER 


No. 4W-Wall Attached Style Retails for 
No. 4T-Table Attached Style $1.50 

This latest addition to the 
Edlund line of quality prod- 
ucts has many notable im- 
provements — lower priced — 
more compact — more attrac- 
tive—and yet includes all the 
features that have made 
Edlund can openers and egg 
beaters the 
stand - 
ard of 
quality in 





TABLE ATTACHED STYLE 


WALL ATTACHED STYLE 
Wall bracket is made in 
two parts—opener may be 
removed from wall com- 


pletely. kitchen 
utensils. A guaranteed can 
opener that is a valuable addi- 
tion to the field of kitchen 
equipment. Opens any can— 
round, square or oval—large 
or small. Cuts the top out, 
leaving an absolutely smooth, 
safe edge. Attractively packed 
in individual boxes. 


From Your Jobber or Direct 


EDLUND COMPANY 
BURLINGTON, VERMONT 

















Paint Up 
Clean Up 


Burn 


Up... 


Sales Up 


You fill an ex- 
isting need when 
you feature and 
sell Union Rub- 
bish Burners—two 
lines, the “Safe- 
T” and the “All-Purpose” Baskets. They’re cleaning up 
yards at this time of year. Point out the convenience and 
fire insurance values in Union Burners in your displays 
and advertising. 

The merchandise values are there: In the “Safe-T” Line the 
WS201 retails for less than $1. The ‘‘All-Purpose Baskets’ are 
of new heavy-duty construction featuring wire meshed only one 
—_ — Electric welded heavy galvanized wire. Nest for 
shipment, 





Send sample order for rush delivery or write for new price list. 


UNION STEEL PRODUCTS CO. 
602 BERRIEN ST., ALBION, MICH. 


UNION RUBBISH BURNERS 
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WwooD 


Rivets Roofing Nails Scratch Brush Wire 


THE BRIDGEPORT SCREW CO. 
Bridgeport, Conn., U. S. A. 


Representatives: 
George E. Quigley, Detroit 
Milton Pray Co., San Francisco, Los Angeles, Seattle 
G. M. Baird & Co., Memphis, Tenn. 








“TIVES” Patent Ventilating Lock 





Window Showing Window 
Closed. Manufacturers of Open. 
mi ty Hardware Since 1876” 


Quali 
Window and Door Specialties 
Tue H. B. Ives Co. 





New Haven, Conn., U. S. A. 








Spun sis) B RASS Seamless 


KETTLES, PAILS, DIPPERS 
In Demand by 


Industrial Plants, Plating Rooms, 
Bakeries, Dye Houses, Canneries, 
ete. For Household use. Spun 
from one sheet of brass, strongly 
made, extra heavy bottoms. Dur- 
able, economical. No seams or 
joints. Also furnished in Copper, 
Monel, Nickel, Everdur, Ambrac. 
Send for Bulletin B and Price 
List. 


NATIONAL 
PIPE BENDING CO. 
130 River St.. New Haven, Conn. 
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| vest pocket or lady’s purse. 


| cards of six, two in each 
| of the three colors, with 











The Marionette 
Pocket Lantern 


The Delta Marionette 
pocket lantern is finished 
in three bright colors: 
Chinese red, willow green 
and lustrous black. It 
weighs but 6 oz. with bat- 
teries and fits the hand, 


Bail folds inside case. Bulb 
may be focused. The maker 
states that it will give a 
400-ft. beam. Lanterns are 
offered to dealer on display 





batteries. List price is 50c. Canadian list price is 70c. 
Delta Electric Co., Marion, Ind., is the maker. 


General No. 100 


Junior Tool Grinder 


The No. 100 Junior tool grinder 
is for household use. Grinder, 
which lists at 99c., is made by the 
General Grinder Corp., 240 N. 
Milwaukee: St., Milwaukee, Wis. 
It Has genuine full vitrified 4-in. 
grinding wheel, cut steel gear and 
pinion and one-piece case, com- 
bination tool rest for sharpening 
butcher knives and _ scissors. 
Grinders are sold to dealers in sets of six, each in different 
finish. Finishes are: nickel plate, yellow, green, blue, orchid, 
and red. It is offered primarily as a special sales leader for 
meeting chain store and mail order competition on this type 
of item. F 





Electro Circulair Fan 
and Automatic Toaster od 


The Circulair fan is made by the 
Electro Mfg. Co. of America, 32d 
and Arch Sts., Philadelphia, Pa. It 
is offered in mahogany, walnut, ivory, 
green and black finishes. Fan elimi- 
nates direct draft by indirect circula- 
tion. It is available in 6 and 9-in. blade sizes. The larger 
size lists at $23.00 while the smaller model lists at $17.00. 

Dealer discount is 33 1/3 per 
cent. Fan operates quietly 
and will not disturb papers 
on the desk, says the maker. 
It circulates air in all direc- 
tions at once. Top may be 
utilized for fruit in the home, 
or for flowers, or cigarette re- 
ceiver. The same company 
offers the automatic toaster 
illustrated, listing at $11.75. 
It is finished in black, Nile green and Chinese red. Dealer 
discount is 35 per cent on this item. Finish is chromium 
plated. It is a two-slice model with removable crumb drawer 
and automatic current shut-off. 
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THERE’S PROFIT IN DOORS THAT NEED | 


ILCO KEY-BLANKS 


A stock of ILCO key- 
blanks is a source of es- 
tablished profit. This is 
due to the fact that ILCO 
is accepted as standard, 
because of the high qual- 
ity constantly maintained, 
because of the resourceful 
modern organization be- 
hind the product. 
twelve branch offices that 
dot the map from the At- 
lantic to the Pacific offer you 
prompt efficient service. 

We cannot hope to give you the 
full story of the profit possibilities 
of ILCO key-blanks here, but it 
will be worth while for you to 
investigate them. Write us now 
for complete information and plan 
to give ILCO a convincing trial. 























THE INDEPENDENT LOCK COMPANY massachusetts 


by 
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KIMBALL 
ELEVATORS 


Rugged, compact 
and efficient, these 
light Electrics 
come with frames 
sawed, drilled and 
fitted ready to in- 
stall—low initial 
cost and low up- 
keep. 


Tell us the task 
you wish it to 
perform and we 
will give data 
on machine you 
require. 


KIMBALL ELEVATORS 
KIMBALL BROS. CO. 


1205-19 Ninth St. Council Bluffs, Ia. 
5AA 
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ON 


& SESSIONS CO. 


CLEVELAND, OHIO 


Plants at Cleveland and Kent, Ohio; Chicago and Birmingham 


WICKWIRE BROTHERS 
GRAY-WICK WIRE CLOTH 


Popular seller. Wire is drawn from Open 
Hearth Copper Bearing Steel % gauge 
OVERSIZE. Resists rust better than or- 
dinary steel wire. 


We control every operation. Electro Plating 
is of 8 to 10% Zinc Coating, heavily enameled 
—a double protection against corrosion. 18 
to 48 in. widths, double selvage. Ask your 
Jobber. 

















For Your Profit’s Sake .. . 





be sure the casters you sell are 


(A) DOBENTE, 


FAUL Les S 


eet wy 
Canadian Factory: Stratford Ontario 


Pivot Bearing 





Ball Bearing 


: Ci SS 


i¢ 


ei Los rr High Point, N. C. 





Grip Neck Institution Casters Truck Casters 


A Complete Line 
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Bank Messengers Need This Accessory 


It protects their 
securities. One 
end is attached to 
the bag contain- 
ing the securities 
—the other end 
to the messen- 
er’s wrist. 

t is— 


Also Used for Transporting a Single Prisoner 


We also make another pattern for use in transporting 
two prisoners. Both single and double ’cuff styles are 
supplied with strong chain and ring. 


Peerless Handcuff Co., Springfield, Mass. 














Sell Stewart Fence 


The hardware merchant is the 
logical man to supply neighbor- 
hood demand for Stewart Fence 

Homes, playgrounds, parks 
and factories are buying Fence 
every day. 

®) margin. a 


| stock. 
{ regs nee every month in 
| Arti Decoration, House Beau- 
| tiful, American Home and other 
leading national magazines. 
We make a complete line of 
both Wrought Iron and Chain 
| Link Wire Fences. 


| The Stewart Iron Works Co., Ine. 
| 737 Stewart Block, Cincinnati, 0. 





























There’s a reason why General Electric Co., 
Atwater Kent Co., Delco-Light Co., and other 
big concerns use Rubyfluid. 

They can find nothing to equal it. A staple 
selling Soldering and Timing Flux with a 23 
year service record of real satisfaction. 
Sample sent FREE to any Dealer. 


Write for it Now 


RUBY CHEMICAL CO. 
68 McDowell St., Columbus, Ohio 




















Fortify for a ses 
Fire Fighting ae @ Ew 


Hlanufacturing Compan 


os 
te? 
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The Bomb 
Flashlight 

The Bomb Flash- 
light has all the fea- 
tures of a large and 
expensive flashlight 
without the bulk and 
inconvenient shape, 
says the maker. 
Chase Brass & Cop- 
per Co., Inc., Spe- 
cialty Sales Depart- 
ment, 200 Fifth Avenue, New York, N. Y., offers the flash- 
light, which is equipped with a three-way switch, for off, 
on and signalling positions. It has milled ring on the face 
for focusing purposes. Standard batteries are used. The 
Bomb flashlight is finished in polished nickel and polished 
copper. Handle may be used to hang light from wrist, from 
a hook or to support the light on a table, at any angle desired. 
It may be used for camping, automobile repair work, sick 
rooms, dark closets, etc. Suggested retail selling price is 
$1.00, complete with batteries. Dealer cost is $7.20 per doz. 





New Tag For 
Simplex Jacks 


Templeton, Kenly & Co., Ltd., 
1020 S. Central Ave., Chicago, IIl., 
now use this tag on all Simplex 
Screw Jacks. The tag states that 
Simplex Jacks “have never been 
sold to mail order houses,” which 
reflects the company’s policy of 
refraining from soliciting or selling 
either mail order or chain store 
houses. Tag is printed in orange 
and black. 









Have Never Been Sold 
© Mail Order Concerns 









Templeton, Kenly & Co. 


Chicago, Minois 











Blackstone Washing’ 7 
Machine Model B ' 





The _ Blackstone 
Model B_ washing 
machine has lustrous 
porcelain on_ steel 
tub. It is of large 
capacity and is 
equipped with Lovell 
pressure cleanser 
with balloon rolls. 
Other features are: 
specially designed 
high blade circula- 
tor, General Electric 
%4-hp. motor, fully 
inclosed base and 
mechanism sealed 
and running in an 
oil bath. Washer is 
finished in attractive 
French gray and 
white. List price is 
$79.50. Blackstone 
Mfg. Co., Jamestown, 
N. Y., is the maker. 
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POLLY PRIM DUST PAN 


The tempered steel edge hugs the floor 
and holds the dust. The long handle 
saves stooping. The hook at top is con- 
venient for hanging. Made of 26 gauge 
steel for endurance. Endorsed by Good 
Housekeeping Institute. Finished in many 
beautiful colors. Write for prices. 





POULTRY SUPPLIES 











Chieago Salesroom 1498 Merchandise Mart 
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Moe’s Big Boy Feeder Moe’s Egg Carrier 
Years of experience in designing and manufacturing good 


poultry equipment makes Moe’s Line a practical and 
profitable line to sell. Write for Catalog. U AKO) IN 
HoEFT & COMPANY t L L 


PATENT NOVELTY COMPANY 

















2305 Davis St. North Chicago, Tl. FULTON ILLINOIS Jn¢ 
Walworth Company, General Sales Offices: that aggressive hardware dealers 
60 East 42nd St. New York are increasing their annual profits 
Plants at Boston, Mass.; Kewanee, III.; by selling the quality line of 


Greensburg, Pa., and Attalla, Ala. 
Distributors in Principal Cities of the World 


Walworth Company Limited, 660 St. Catherine Street West, 
Montreal, P. Q. 


Walworth International Co., 19 Rector St., New York, 
Foreign Representative 














FOODS MUST BE 


KEPT COOL! 


What months these are for sell- 
ing Vollrath snow-white enameled 
refrigerator dishes! Butter dishes; 
dishes for puddings, cooked meats; 
the “Vitalizer” that keeps celery 
and tomatoes from drying out. 


Sell the NEW 
We varrwrirent 


Wit 


—the Can that rigid tests proved 
to be the strongest, most durable 
Can on the market. Ask your 


WARE At the Pittsburgh Testing Labora- jobber, or write 





Every refrigerator-dish sale can 
lead to sales of Vollrath double 


boilers, and oth tensils for sum- 
— aan, ee. ‘Wines a VOLLRATH 
to 





seam or rivet. Durable—due 
three layers of enamel fused onto 


steel at 1800° F. Obtain from your At the Pittes resting Labora: 
jobber or THE VOLLRATH CO., Look for the . e New withstoo 
Sheboygan, Wisconsin. Established name Vollrath a eee Sas can on. THE WITT CORNICE CO. 





in this form quest. 


2114 Winchell Ave. Cincinnati, Ohio 
on the label. ° 


1874. 

















SPECIAL TABLE OFFER 


This Heller Merchandis- $ 3:95 Think of a genuine Heller Merchandising 


6% E-Z 99 
WELDING COMPOUND 


IS THE BLACKSMITH’S 
BEST FRIEND 
Its Use Enables 
Him to Weld Steel 


as Easily as Iron 


IT HAS NO EQUAL 
Manufactured by 






ing Table only........ Table for only $23.95! A new, up-to-the- 
Balance $5 month Down minute table, designed to increase your 
for four_m sales. At this low price, you can afford 
to equip your store with tables. Easy 
monthly payments make it possible to pay 
for them out of income they bring you. 
Full size—7 ft. x 30% inches. Height 
34% in. Beautifully finished in medium 
gloss oak. This 
offer is good for 

summer months F R E E J 
only, so hurry! Six Merchandis- 
You may never ing setups fur- 
have another nished free with 
chance to buy each table. Set- 
genuine Heller ups alone werth 
equipment at so price of table. 
low a price. 
SSeS eee ee SS SS SSS SSF SSS SSS SSS See eeoeeonas 


SEND THIS W. C. HELLER & CO., Montpelier, O. 
































ANTI-BORAX COMPOUND Co. Please ship ........ No. 27 tables as advertised. 
FORT WAYNE, IND. COUPON — aa on your special summer 
6A SIGN NAME AND ADDRESS IN MARGIN 
79 
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NOW is the time 
to PUSH 
and DISPLAY 


EVEREDY 
Bottle Cappers 


Syphon Filters 
Strainer Sets 


Order them from your jobber. Or write 
to The Everedy Co., Frederick, Md., for 
full information. 


















THE CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 


Warchouses—New York, Chicago, Philadelphia. 
Western Factory—Dayton, Ohiec. 

















The Industrial Market 
for Nicholson Files 
includes buyers hotSq, 
who are ace A 
leaders in every line =— ™*™w 
of production 


NICHOLSON FILE COMPANY 
Providence, R.1.,U.S.A. 


A FILE FOR EVERY PURPOSE 








Stone 
Working 
Tools 


For over 40 years our tools have 
been known for the quality of steel 
and workmanship we put into them. 
Send for catalog. 


TROW & HOLDEN CO., Barre, Vt. 




















Coming Hardware 
Conventions 


AMERICAN HARDWARE MANUFACTURERS ASSOCIATION 
ConvENTION, New Palmer House, Chicago, IIl., Oct. 19, 20, 
21, 22, 1931. Charles F. Rockwell, secretary-treasurer, 
342 Madison Avenue, New York City. 


Iowa RetaiL Harpware AssociaTION CONVENTION AND 
EXHIBITION, Des Moines, Feb. 9, 10, 11, 12, 1932. Con- 
vention sessions will be held at the Hotel Savery, and the 
hardware exhibit at the Des Moines Coliseum. Philip R. 
Jacobson, secretary, lowa Hardware Building, Mason City. 


MicuHIicAN RetTai HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Detroit, Feb. 2, 3, 4, 5, 1932. Secretary’s 
Office, Marine City. 


Minnesota Retail HarpwarE AsSOcIATION CONVEN- 
tion, New Auditorium, St. Paul, Jan. 26, 27, 28, 29, 1932. 
Chas. H. Casey, manager-treasurer, 2344 Nicollet Ave., 
Minneapolis. 


NATIONAL HARDWARE ASSOCIATION CONVENTION, New 
Palmer House, Chicago, IIl., Oct. 19, 20, 21, 22, 1931. 
George A. Fernley, secretary-treasurer, 505 Arch St., 
Philadelphia, Pa. 


NATIONAL RETAIL HARDWARE ASSOCIATION CONVENTION, 
Hotel Cleveland, Cleveland, Ohio, June 22, 23, 24, 25, 
1931. H. P. Sheets, Managing Director, 915-935 Meyer- 
Kiser Bank Building, Indianapolis, Ind. 


ot 
‘ 


New Encianp Retai, HARDWARE DEALERS ASSOCIATION 
CONVENTION AND EXHIBITION, Mechanics Building, Boston, 
March 2, 3, 4, 1932. Convention, Paul Revere Hall; Ex- 
hibition, Machinery Hall. Headquarters, Hotel Statler, 
George A. Fiel, secretary, 140 Federal St., Room 225, 
Boston, Mass. 


Nortu Dakota Retar. Harpware AssociaTIon Con- 
VENTION AND EXHIBITION, Feb. 10, 11, 12, 1932. Place 
of meeting to be decided later. C. N. Barnes, secretary, 
Grand Forks. 


South Daxota Retait Harpware AssociaTIon Con- 
VENTION, Sioux Falls, Feb. 2, 3, 4, 1932. Chas. H. Casey, 
manager-treasurer, 2344 Nicollet Ave., Minneapolis, 


Minn. 
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CLASSIFIED ADVERTISING 
RATES 





Advertisements from unemployed 
accepted free of charge; inserted 
in two consecutive weekly issues. 
Box number address may be used. 
All replies will be forwarded by us 
post paid. 

Positions Wanted and Help Wanted adver- 
ti ts at S ial Rate of one cent a 


werd, minimum fifty cents per insertion. 


Each additional 


Each additional 














Use the “Classified Opportunities Section” to Reach Hardware Manufacturers 


Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 
THE FOLLOWING RATES 


apply to “Business Opportunities,” 
Accounts Wanted” and “Sales Representa- 
tives Wanted” advertisements. 





Set Solid, Minimum of 5 lines...... $3.00 
Mead > sees .60 
All Capitals, Minimum of 5 lines.... 
eee ee 
Average 10 werds te a line 
Allow One Line for Keyed Address 


Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 
be addressed to box numbers 


BOXED DISPLAY RATES 
+++ 85.00 - 
-++ 4.00 


Discounts for Classified Advertising 
4 insertions, 10% off, 8 insertions, 15% off. 
Due to the special rate, these discounts de 
net apply on Position Wanted or Help 
Wanted Advertisements. 
HARDWARE AGE is published each Thursday. 
.80 Forms close Nine Days previous to date ef 
publication. 
Address your advertisements and replies te 
HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City. 


“Sales 




















POSITIONS WANTED 


SALES REPRESENTATIVES WANTED 





HARDWARE MAN, 30 years of age, married, American, 10 years’ 
eneral experience as shipping, stock, receiving clerk and order picker. 
f am familiar with the hardware, auto accessories, electrical, plumbing 
supplies and house furnishings, can drive car. Desire connection with 
manufacturer, jobber or retailer. Last position held for large auto acces- 
sories chain store organization as warehouse manager. Salary no object, 
will travel if necessary. Can supply best of references. Address Box 
J-352, care of Harpware Ace, New York City. 





HARDWARE MAN. 35 years of age, married, has had 14 years’ ex- 

rience in General Hardware, Plumbing, Electrical work also Farm 
eckinees and has specialized in -Hot-Air Furnace Installation and 
Repair. Can give references. Address Box J-353, care of HARDWARE AGE, 
New York City. 





HARDWARE MAN of twenty years’ experience in wholesale and re- 


tail hardware business, also sporting goods, paint and supplies. Forty 
years of age, single, sober and industrious. Capable of taking charge and 
handling men, desires change. Can furnish first-class references. Middle 


West or South preferred. Address Box 1-983, care of Harpware AGE, 
New York City. 


SALESMEN WANTED—To sell America’s most complete line of 
high-grade dog furnishings on commission basis. Following territory open: 
Washington, Oregon, California, Kansas, Arkansas and Texas. Address 
Craftsman Leather Specialty Co., Inc., Dayton, Ohio. 





SALESMEN, calling regularly on retail hardware dealers and de- 
partment stores to sell our combination assortment of Pocket knife hones, 
kitchen knife sharpeners, scythe stones and oilstones as side line on 
commission basis. Cost only a few dollars and merchant makes 100% 
profit. Best assortment ever offered. All quick sellers. Liberal com- 
missions paid weekly. Four small light samples. Address GOODRICH, 
1500 Madison, Chicago, IIl. 





100 per cent pure Manila rope, 14c. 


ROPE SALESMAN WANTED. 
United Fibre 


Ib. basis. Fast selling side line, five per cent commission. 
Company, 82 South Street, New York City. 





SALESMEN calling on wholesale hardware and Sporting Goods Jobbers 
to handle Pitching Shoes on a commission basis. Address Box J-346, care 
of Harpware AGE, New York City. 





PURCHASING AGENT, age 31, single, seven years’ experience in 
urchasing field desires connection with manufacturer. Address Box 
¥357, care of Harpware AGE, New York City. 





SALESMAN—Experienced Hardware Salesman wants position selling 
hardware or kindred lines or a good hardware specialty in territory 
tributary to St. Louis. Have established trade, clean record, and A-1 
reference. Address Box J-358, care of HarpwAre AcE, New York City 





ILLINOIS CAPABLE SALES REPRESENTATIVE of responsibility, 
fifteen years’ successful commercial sales experience, seeks representation 
for Illinois territory of a responsible manufacturer of high grade mer- 
chandising products offering repeat sales possibilities, suitable for Depart- 
ment Stores, Hardware, Furniture, Electric Stores. Commission basis or 
as manufacturers representative. Address Box J-307, care of HarDWARE 
Ace, New York City. 





SALESMAN—14 years’ experience in the retail hardware business 
and all its branches desires permanent connection with reliable firm in 
New York State, willing and conscientious worker, best of reference. 
Address Box J-360, care of Harpware AGE, New York City. 





CATALOG COMPILER available now. Has background of successful 
accomplishments in compilation of Hardware Catalogs and management 
of advertising and catalog departments of hardware jobber. Highest 
references. Address Box J-362, care of HarpwarE AcE, New York City. 





HELP WANTED 


RETAIL HARDWARE MAN having executive ability, experienced in 
Apartment House Supply Line, Paints, Tools, Electrical and Plumbing 
Supplies. Good opportunity for party having connections with New York 
City Real Estate Concerns and Property Owners. Write stating age, 
experience and salary. Address Box J-361, care of Harpware AGE, 
New York City. 








SALES REPRESENTATIVES WANTED 


Middle Western States Open 


A manufacturer who makes a standard product going to 
Hardware Dealers. has good territories and is seeking 
The product has 
References 








permanent connections with good men. 
merit that pulls a very high repeat business. 
required and given. 
ADDRESS BOX NO. J-355 
care Hardware Age, New York City 














SALESMEN WANTED—To sell Malleable Fittings, pipe nipples, pipe 
couplings, unions and brass goods at 74% commission on direct or re- 
peating orders. Write for full details. CINCINNATI NIPPLE & MFG. 
CO., 1557-69 Gest St., Cincinnati, Ohio. 





WANTED-—Salesmen calling on retail hardware and Automobile Acces- 
sory trade, to sell on commission, an additional line of new and improved 
small tools, made by a manufacturer who has had a world-wide reputation 
for making similar tools. Address Box J-356, car of Harpware AGE, 
New York City. 





BUSINESS OPPORTUNITIES 





WANTED TO ACQUIRE—Wholesale hardware business—Would invest 
from five hundred thousand to a million dollars. Want to exchange high 
class downtown income property in City over million population. Address 


Box J-359, care of Harpwake AcE, New York City. 











“I 
REMARKABLE VALUE — RCA LICENSED 


RADIO TUBES 


GUARANTEED 3 MONTHS 








201A 230 
226 231 

227 232 

171A 235 

1iZA 34 26 74 
245 EACH pod EACH 
280 247 

200A 551 

199x 210 

199V 44 250 \ 99 
120 281 

wpi1 SACH 222 EACH 
WD12 BH125 1.34 


Many Other Real Buys in Radio Merchandise. Let Us 
Quote You Our Prices on Your Radio Requirements 
TERMS: 20% With Order, Balance C. O. D. 


Any Quantity Any Selection 


UNIVERSAL HARDWARE SUPPLY CO. 
923 ROGERS PL. BRONX, N. Y. 
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Elimination of Undeliverable Mail. 


Saving of Considerable Sums for 
Postage. 


Prevention of Loss of Valuable 
Direct Mail Matter. 
THE NEW YORK POST OFFICE 


BULLETIN, MAY 29, 1931, SAYS: 


“During a One Year Period More 
than 12,000,000 Letters Contain- 
ing Circulars and Advertising 
Matter Were Disposed as Waste.” 


Prompt Delivery of Mail—No Lost 
Time for Post Office Directory 
Service-Helps Uncle Sam Cut 
His Postal Costs-Reduces Taxes— 
Everybody Saves. 








239 West 39th Street, New York 
GENTLEMEN: 
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HARDWARE AGE 


Takes Great Pleasure 


ANNOUNCING 
A NEW SERVICE 


of Greatest Possible Value to Manufacturers and 


Others Selling Through Hardware Distributors— 


DIRECT MAIL ADDRESSING 


from a List of Hardware Retailers Corrected 
Right Up to the Minute of Addressing: 


WHAT THIS MEANS? 


Removes an Important Factor in 
Wasteful and Unproductive Di- 
rect Mail Advertising Campaigns. 


Lays the Foundation of a Successful 


Sales Program. 


Assures Being First to Contact Im- 
portant New Hardware Retailers. 


Saving up to $20,000.00 Annually 
for the Up-Keep of an Up-to-date 


Mailing List. 


MUCH MORE COULD BE SAID — 


Your Own Experience Will Bring 
Home to You the Value of This 
New-Up - to - the - Minute—Much 
Needed Addressing Service Which 
We have Developed for Your use. 


WRITE FOR DETAILS 


HARDWARE AGE DIRECT MAIL ADDRESSING DEPT. 


Kindly send me the details of your Direct Mail Addressing Service. 


EPIGOSS ns ssuep ew staesooses 


eee ee ee ee 
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INDEX TO ADVERTISERS 




















THE ADVERTISERS INDEX 


is published as a convenience and not as a part of the advertising contract. 
No allowance will be made for errors or failure to insert. 


care will be taken to index correctly. 





Acme Shear Co... 
Allen, 8. L., & 

Allith-Prouty Co. 
American Chain 
American 
American 
American 
American 
American 
American 
American 
American 
American 
American 


Babcock Co., The W. W 
Bakelite Corp. 
Barlow & Seelig Mfg. Co 
Barney & Berry, ° 
Bassick Co. 
Bauer Mfg. Co 
Beaver Mfg. Co 
Bemis & Call Co 
ee Mfg. Co 


Bethlehem Steel Co 
Birtman Electric Co 
Bissell Carpet Sweeper Co 
Blair Mfg. Co.. 

Blaisdell Pencil Co. 
Bommer Spring Hinge “Co 
Bosley D. W 
Boston Woven Hose . Rubber Co. 
Bridgeport Screw 
Brown & — Mf. Co 
Brush-Nu_ Co. 


Buffalo Wire Works Co., "6 Inc. 
Burnley Battery & Mfg. 


Calbar Paint & Varnish Co 
Carborundum Co. 

Carolus Mfg. Co... 
ee Cutlery Co 


= Retail Hardware Associa- 


comes’ Spring Hinge Co 
Chicago Weed Killer Co 
Clawson Machine Co 
Clay Equipment Co. 
Clements Mfg. Co 


Ince 

Cleveland Quarries Co 
Cleveland Wire Spring Co 
Clover be es 

Coleman Lamp & Stove: Co 
Columbian Rope Co 
Conestoga Corp. 
Continental Screen Co 


Corbin Cabinet — Co 
Corbin, P. & F 

Corbin Screw Corp 
Corning Glass Works 
Crescent-Davis Arms Corp 
Crescent Tool Co 

Cribben & Sexton Co 
Crown Cork & Seal Co. 
Cyclone Fence Co 


Daisy Mfg. ° 
Damascus Steel Products Co 
Dayton Toy & Specialty Co 
Dazey Churn & Mfg. Co.. 
De Laval Separator Co... 
Delta Electric Co 
Deniston Co. 
Diamond Calk Horseshoe Co 
Dietz Co., R. 
Disston & f Ry Inc., Henry.... 
Distillate Stove Co 

Dixon Crucible Co., ——— 
Duluth Show Case © 
Du Pont de Nemours & Co., EB. I. — 


wal | 


Edison Lamp Works 


Electric Cutlery Co 


Eversharp Shear Rie asicue pers _ 


Sheet & Tin Plate Co. 
Stainless Steel Co.... 


Window Glass Co..... 
Ames Shovel & Tool Co 
Anti-Borax Compound Co 
Arcade Mfg. Co. 
Armstrong Bros., Tool Co 
Atkins & Co., Cc 

Atlas Tack Corp 
Automatic Washer Corp 


RSSSl1IE1 1 lal 


118] 
1] 


Enameling & Stamping 
Flexible Steel Lacing Co 
Co 


F rants un Co. ; ‘ : ; jussmwes vee 


al ttt | 


General Grinder Corp 
General Lock Corp.. 
General Mfg. Co.. 
General Wheelbarrow Co 
Geuder, Paeschke & Frey Co.... 
Gilbert & Bennett Mfg. P 
Globe Machine & Stamping Co.. 
Gold Medal Folding Furniture Co. 
Good ———— 
Gray & Dudley Co. 


ELL TSH 


) 


Grade cisees “Co 
Grinnell Washing Machine Co. 
Co 


LISS Slt lelliitl 


MIT 


Hamilton Beach Mfg. Co. 
Co 





Harrington- ee. Arms © 





e131 | 





Hibbard, GBM "Bartlett & Co. 
Hill Clothes Dryer Co 


Hurley Machine Co 


Independent Lock Co. 
Indiana Steel & Wire Co 
Ingersoll Steel & Disc Co 
— beeyenesprnd Watch oe 


International _ Fork . Hoe _* 


Irwin Auger Bit “Go 
. B 








Kansas City S Gamber of Commerce 


PETE 


Kelly poy & Tool Works « of the 
American i & Hoe Co.... 


Kingston Products Corp 
— | Knapp-Monarch Co. 








Lamson & Sessions Co 
Landers 7 & Clark 


Laub Product 


Leipzig Trade. Fair, Ine 
Co 


Lufkin Rule 


Lupton’s Sons, David 


Mansfield Tire & Rubber Co.... 
Marshalltown we Cc 


Marvel Rack 
Master 


Lock Co 
Maydole Tool Corp., David. 
Meisselbach Rae = Co. A. F. 


Metal Sponge 


Sales Corp eee 
Millers Falls-Goodell Pratt S60... . 


Miller Somes, 


Ine 

Millner Wire Cloth Rack Co. 
Milwaukee Brush Mfg. Co 
Milwaukee Stamping Co 
Monarch Prod 


Co 

Morse Twist Drill & Machine Co. 
Murphy Sons Co., bert 
Myers & Brother Co., F. B 


National Carbon Co 


National 


— peynonriens & Stamping 


National Mfg. Co 
National Pipe Bending Co 
Neely Nut & Bolt Co........ 
Nelson Mfg. Co., 5 f A 
New Haven Clock Co. 
New Yorker Hotel 

New York Knife Co 
Newport Chamber of Commerce. 
Nicholson File Co 
Nileo Lamp Works, Inc 


Norge Corp. 
North Bros. 


North Wayne Tool Co 
Northwestern Barb Wire Co.... 


O’Cedar 


Corp. 

Old Clea Distributing Co 
Oliver Iron & Steel Co 
Ontario —, Cc 


Osborn Mfg. 


Outing Mfg. Co. 


Page Steel & Wire Co 
PD TS cc tncnenceccesccaness 
Patent Novelty Co 
Patented Products and Rubber Co. 
Peck, Stow & Wilcox Co 


Pecora Paint 


Peerless Handcuff Co.. 


Pelouze Mfg. 


Pennsylvania Lawn — Wks. 
Perfection Stove Co., 

Pharis Tire & Rubber a 
Phenix Mfg. Co 
— Lawn Mower 


ne 
Pike Mfg. 


g. Co. 
Pittsburgh Plate — Co. 
Pittsburgh Steel 
Plumb, Tne., Fayette R. 


Porter, H. 


Progressive Mfg. Co 
Co 


Pyrene Mfg. 


Reynolds Wire Co 
Rich Pump & Ladder Co........ 
Richards-Wilcox Mfg. Co 


Riessner, 


Rixson Co., Oscar C 
Robinson, Edward E 
Rubberset Co. 


0 
“Burdsall & Ward Bolt if 
rsa cence 


Russell & Erwin Mfg. 


hlI1ds 


Cordage. Works. gah anes 
Sandvik Saw & Tool Corp 


Savage Arms °e ‘orp 


Shapleigh Rastoase Onc a <:00'6:06 
ae Bronze Powder & 


| eee 


Shelby Spring Stings e 


SIIPIITI erg istil 


COecciescccccesccce 
Simmons Hardware Co 
Simonds Saw & Steel Co 


American Fork & 






Electric Stove Co. 





Star Heel Plate Co 
Stevens Arms Co., 

Stewart Iron Works 
Stewart-Warner Corp. 








Therm-O’clock Co 
Thompson & Son Co., 
Toledo Metal Wheel C 
Toledo —— o. Co. 








Tubular Rivet. & Stud Co... 
Tucker Duck & Rubber Co 
Turner Brass Works...........- 


Steel Products Co 


Voss Bros. Mfg. Co. 


Lil tatesl al | 





PITd tt 


Washburn, Cartridge Co 


7 2] 


‘08. 
Wickwire Spencer Steel Corp.... 
Wilder & C0....csccccccccescce 
Williams Radiator Co 
Winchester Repeating Arms Co.. 
Witt Cornice Co........seeee-: 
Wood Shovel & Co Co 


Wright Steel e ‘Wire at a « G. Fie. 
Wrought Washer Co..........-- 





Yale & Towne Mfg. Co 





rrh 


Schatz Mfg. Co.......-ccccceee 14 
Schavolite Golf Corp. 
Schrade ote Co 


lalllilsiidi 


bPISttit 


Stamping Co........+++... 19 
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THE DASH (—) INDICATES THAT THE ADVERTISEMENT DOES NOT APPEAR IN THIS ISSUE 
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pesca 


SALES POWER... 


that’s what this 
Moving COLOR 


Display means 


to YOU! 


HEY look—they stop—they buy! . . . when you 
use the Sylvania Moving Color Lamp Display. 


Set this display up in your store, stack it with Sylvania 
Lamps and turn on the current. That’s all you do! 
Immediately, the display goes to work giving you more 
profits from Sylvania Lamps—and from everything 
else that you sell. The rich, shifting colors attract at- 
tention. The name Sylvania inspires confidence. And 
sale after sale is made with no effort to you! 


The Sylvania Display is sturdy, good looking, effective. 
It takes up very little floor space. It has an efficient 
heat motor. It is provided with two testing sockets so 
that you may compare different lamps, and so that the 
customer may compare lamps for himself. 


Use this novel display stand with the many FREE sales 
helps put at your disposal by Sylvania. Use Sylvania 
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. 2 ee ae 


for YOUR 
STORE 


cards in your windows. You will feel the results im- 
mediately—in increased profits! 

Thousands of dealers are making extra sales from this 
display. Let us tell. you how to get one. Sign and 
mail the coupon for full details—without obligation to 
you, of, course. - 


REG, U.S. PAT. OFF. 





LAMPS 


Licensed Under General Electric Company's Incandescent 
Lamp Patents 


NILCO LAMP WORKS, Inc. 
Emporium, Penna. H-61. 


Please send me full details on how I can get the new Moving 
Color Lamp Display. 


Gy seccccaessecrsdtetanecoss State wccccccccccccccsccere 
[] I have never handled Sylvania Lamps. 

(0 I do handle Sylyania Lamps. 

a, Re NESE, 06.0 90 0.055.000 dinnessbarssedcaeoeee 


HARDWARE AGE 

















MIGHTY MONARCH 
OF THE ARCTIC 





--- Secret of the 


success of Majestic 


The spectacular success of Majestic in the radio set 
_manufacturing business was based definitely upon giv- 
ing the public quality of the highest type at the lowest 
prices at which a quality article could be produced. 
This Majestic accomplished by modern methods of 
purchase, manufacture and merchandising. 


Now Majestic has brought its highly developed 
methods and experience to the refrigeration field and 
gives to the American housewife all essential and 
desirable features... with finest construction... at 
prices all can afford to pay. Success here has been 
so rapid that even Majestic’s huge plants are, at the 
moment, oversold. Dealers interested in a fast-moving, 
very-profitable summer item skould communicate with 
the nearest Majestic distributor. 


GRIGSBY-GRUNOW COMPANY, CHICAGO, ILLINOIS 

















Makers of 
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RADIOand REFRIGERATOR 
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WASHINGTON | 


» 


SU PER FU RNACE 





Jwo Jone 
Maple Trim 


on Walnut 


Here is a model so progressively NEW—so dis- 
tinctively different that it is influencing buyers 
throughout the nation. At the Chicago Fasdlase 
Mart, it was an outstanding attraction! 





Women are fascinated by the beautiful cabinet 
and its finish of walnut porcelain enamel with 
maple panels. A symmetrically curved top and 
graceful base add further evidence of good taste 
in the design of this model. 


Men are impressed by the heavy, double-ribbed In Six Popular Sizes — 

heating unit, the specifications of which are based 

upon the furnace manufacturers’ standard with its Special Models also made for gas and wood 
ratio of twenty square feet of radiation surface to = 
one square foot of grate area. 


Dealers find this WASHINGTON Super Furnace 
brings better profits through more rapid turn-over 
and simplified inventories. The latter is made 
possible through the series of six sizes—all 
identical in design and construction. 


Sets New Standards in Heating Capacities 


Each of the series of six sizes provides greater heat has more heating surface than a 20-inch ordinary heater. 
radiating surfaces than the equivalent sizes of other Send today for special folder on this WASHINGTON 
heaters, thereby insuring increased heating capacities above-the-floor SUPER FURNACE and for our 150- 
and lowered fuel consumption; and an 18-inch size page Catalog covering the most complete line of 
firebowl Washington Super, by actual measurement, heating and-cooking equipment. 


GRAY & DUDLEY COMPANY « Established in 1862 ¢ Nashville, Tennessee 


y 


HARDWARE AGE 











